




MAY 28, 1931 





“The Hardware Dealers’ Magazine” 
PUBLISHED EVERY THURSDAY 








THE RIFLE SALES GETTER 
OF THE YEAR 


The New 








" MODEL 60 


TO RETAIL AT $495 


Thoroughbred quality from the muzzle 
of its 23-inch tapered barrel to butt, 
made to sell at a price that means sur- 
prising value, fast turn-over and vol- 
ume. Backed by consistent advertising. 
With Winchester Kopperklads — .22 
Short, .22 Long or .22 Long Rifle—It 
is the unbeatable combination. Get in 
on this real sales opportunity by placing 
your order with your jobber TODAY. 




















WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U.S.A. 


VIN CHESTER * 


TRADE MARK 





A GOOD NAME 
Od wu wmcheokek >a 2 gekokiien| 


ACCO EL-WEL CHAIN 


A popular hardware item, because of its 
smooth, perfect links — electrically welded for 


strength — compact and useful for hundreds of 


purposes. 

Carry a good assortment of sizes. 

Check your stock and order now for 
summer requirements. 


ACCO 
CHAIN SPECIALTIES 


Coil Chain, Welded Plumber and Safety 
and Weldless Chain 

Steel Loading Chain Well Chain 

Log or Binding Chains Trace Chains 

Porch Swing Chains Heel and Butt Chains 

Hammock Chains Breast and Halter 

Sash Chain Chains 

Dog Chains Repair and Lap Links 

Wagon Chains Hooks, Cold Shuts, ete. 
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Newest Grass SHEAR Item 
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Offered by the Oldest Maker 






No. 135 Super Clip 











PRUNING SHEARS 

SNIPS 

HAMMERS 

CHISELS 

BRACES 

SCREW DRIVERS 

WRENCHES 

SQUARES 

PLIERS 

FENDER AND BODY 

DENT REMOVING 
TOOLS 








BLADES are Tool Steel, hardened and ground, 


full polished and are removable for grinding. 

HANDLES are silver finish with red tips. 

LENGTH of cut, 5 inches—Length overall, 1114 

inches. 

WEIGHT each, 1 |b. 

a individually in an attractive two-color 
ox 


Two dozen in a carton, weight 36 Ibs. 


PRICED ONE DOLLAR RETAIL 


Ask your jobber now 
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THE PECK, STOW & WILCOX CO. 


SOUTHINGTON, CONN,., U. S. A. 


Makers of Good Tools since 1819 
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RADIO 


The radio business has 4 big months— 
2 good months—6 medium-to-fair ones. 


JAM. FEB. MAR. APR. MAY JUWE JULY AUG. SEP. OCT. NOV. DEC. 





REFRIGERATOR 


Refrigerator sales reverse the radio calendar— 
give biggest profits when radio sales are lowest. 
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JAM. FEB. MAR. APR. MAY JUNE JULY AUG. SEP. OCT. NOV. DEC. 





RADIO and REFRIGERATOR 


Now add them together! See what 
your sales can easily be! 

















GRIGSBY-GRUNOW COMPANY 
CHICAGO, ILL. 


Makers of 








. There is no 


seasonal problem 


for MAJESTIC 


Dealer S 


Just as the “natural” radio months end, refrigerator 
sales begin. During those months when radio pros- 
pects are hard to find and difficult to sell, refrigera- 
tor sales are at their peak. In the Fall, when the 
public loses some of its interest in the cooling of 
food, radio comes back into its own. Majestic Dealers 
have only to follow this cycle for year ’round profits. 


Two and one-half million Majestic Radio owners 
are “leads” for the sale of Majestic Refrigerators. 
The public knows that Majestic builds a quality 
product and, by highly developed manufacturing 
methods, can set prices that mean Value. Majestic 
discounts are so arranged that a dealer can make a 
worth-while profit on his investment and his work. 
Majestic Distributors are experienced merchandisers 
and work with their dealers. 

If you do not hold a Majestic fran- 
chise, call, write or wire the Majestic 
Distributor at once. 


MIGHTY MONARCH 
OF THE ARCTIC 
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RADIO and REFRIGERATOR 
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REGAL with 
Briggs-Stratton 
Gas Motor 


There is a big market 
for the REGAL 
Washer equipped with 
famous 4 cycle 
BRIGGS - STRATTON 
Gasoline Motor. Easy 
to operate. Easy to 
sell! Retail price 
(with a good PROFIT 
for you) only. $99.50 
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NOTE these 
“Quick Sale” 
FEATURES— 


Lovell Wringer 
with Balloon 
Rolls! 

SUBMERGED 
Agitator! 

Large Tub. POR- 
CELAIN inside 
and out! 

DIRECT DRIVE 
and DUREX 
Oilless Bushings 
make the 
REGAL Service 
Proof! 

Westinghouse 
Motor, Bassick 
Casters! 


* Outside Cluteh Control 


% Shielded Channel Steel Legs 





GRINNELL WASHING MACHINE CORP. 
Grinnell, Iowa 


New ( ) Sample $99.50 Regal (Gasoline Motor) 
Improved ( ) Further Details Electric ( ) Gasoline 
Regal 
SSRN eae rane a arene. are a er ee aes er ae 
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with same jaw type clutch used in “100 YEAR” 
Laundry Queen. 





welded to Steel Base. (No bolts in bottom of tub!) 


One Dealer Sold over 100 
REGALS in 30 Days— 


HE REGAL Washer has created a sensation. 

Dealers have found it so easy to sell, they 
have been forced to reorder—and reorder! 
Sixty days of record sales have proved that 
people absolutely do want a $59.50 washer, so, 
following our policy of putting the Grinnell 
Dealer a jump ahead of competition, we are 
now offering an improved REGAL that looks 
and performs every bit like a hundred dollar 
washer! 


There is nothing else like the new REGAL on 
the market. People are “eating it up.” One 
dealer sold over 400 in 30 days . . . how much 
of this PROFITABLE business do you want? 


WRITE FOR SAMPLE. 

































RUSH ME (_) Sample $59.50 Regal (Electric Model) 





Giwing America’s I ndependent 
‘Dealers and Wholesalers... 































YEARS of pioneering 


in design and quality manu- 
facture are brought to focus 
in Horton’s latest washer — 
the New Perfect 36. 


And 60 years of sound merchandising, of keeping faith 
with the legitimate wholesale and retail outlets, defending 
the standards of quality at a fair price with a living profit, 
are summed up in the policy back of this new Horton. 
Distinctive new beauty of line, exclusive new color com- 
binations, and an unconditional guarantee never before 
given on a washer under $100, make the New Perfect 36 
the greatest value in Horton history— the outstanding 
profit opportunity in today’s market. 
The New Perfect 36 is structurally different — improved 
in strength. Tub cushioned in rubber for quiet, vibrationless 
operation. No bolts in tub— not one!—yet tub is held 
absolutely rigid, guaranteed not to weave. 
The tubs are made and porcelain enamelled in Horton’s 
own plant — hence the distinction from standardized mass 
roduction colors. Choice of three color combinations: 
Sastans Red and Black, Persian Orange and Black, Italian 
Green, two tones. 
Latest type Lovell pressure cleanser with oversize balloon 
rollers. Wringer drive mechanism free from tub, a unit with 
main frame construction. Gasoline driven models available 
in same color combinations with choice of Johnson Utili- 
motor at $119.75 or Briggs and Stratton engine at $129.75. 
To appreciate the new Perfect 36 you must see it. Re- 
member, Horton distributes only through strong, depend- 
able, established wholesalers. Ask your jobber! 


HORTON MANUFACTURING CO., Fort Wayne, Ind. 


HORTON 
Perfect 36 
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© A NEW HORTON 


So New Structurally — So New in eye appeal 
that it Stands above and apart from the 
Mass of Price Washers. 

e It is Unconditionally Guaranteed. 
The first time in the History of the Industry 
that a Washer under $100 has carried such 


a Broad Warranty. 
@ It Permits a Real PROFIT—a Living 


Profit — because it Sells at a Sensible Price. 
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GO GUNNING FOR THE CRIPPLES 
IN THE KITCHENS OF YOUR 
NEIGHBORS 








What about that abused, 


worn-out utensil 





These lustrous, glass-hard utensils can 
be bought a piece at a time or in sets. 
Matching is always possible. 


Tuat double boiler that is bent in places. 
That coffee pot that went through so many 
years of service but couldn't quite stand 
the strain. That saucepan that is worn out 
and unsightly now. .. . When time comes 
to discharge any utensils you have, replace 
them with Vollrath Ware. 

Examine a Vollrath utensil at any store 
near you. It is bright, beautiful. The sur- 
face, inside and out, is seamless enamel, 
smooth, and hard as glass. The corners are 
all rounded. The handle and body are fused 
into one. It is the most sanitary utensil you 
can imagine. It will stay sanitary. Stains and 
odors will not cook into this lustrous surface. 
Food cooked in these utensils will not be 
discolored. The food comes in contact only 
with highly polished glass-hard emamel. 





In Vollrath Ware, three layers of finest 
enamel are separately fused onto the steel 
base at a temperature of 1800°F. No cooking 
heat is half so high as this. That is why 
Vollrath utensils do not break down in use 
on your gas stove. You can safely use them 
for any cooking purpose. And after cooking 
—simply plunge them into hot suds. They 
do not need harsh abrasives or scouring. 
They emerge bright, shining, looking new. 

There are the cooking utensils—snow- 
white, or in fresh charming colors. There 
are the immaculate refrigerator dishes, in- 
cluding the Vitalizer that celery and lettuce 
can scarcely do without. See them at your 
hardware or department store. Prices are 
reasonable. The Vollrath Co., Sheboygan, 
Wisconsin. Established 1874. 


To be sure of genuine Vollrath 
Ware, look Jor the name Voll- 
rath in this form on the label. 














Reproduced is the “Replace it with Vollrath” advertisement—May Woman's 


Home Companion and June Good Housekeeping. 





Hunpreps of old saucepans, double boilers, coffee pots 
and other utensils that ought to be retired are still 
forced to work in the kitchens of America. Realizing 
this, Vollrath launched in April the biggest adver- 
tising idea that ever struck the utensil business—a 
national campaign crying the slogan, ‘‘Replace it 
with Vollrath Ware.”’ 


To tie in with this, collect a few old abused 
utensils from your friends. Put them in your window 
with beautiful, lustrous Vollrath Ware. This will 
make the Vollrath national advertising go to work 
for you. Both the display and the advertising will 
make your neighbors look at their worn-out utensils 
and want to replace them with Vollrath Ware. The 
advertising tells them Vollrath enameled ware is 
shining, flawless, hard as glass . . . lasting! 


Send for our free display card. Be sure to have 
a good selection of Vollrath Ware in stock, both 
White and in popular colors including the new 
Ivory. Order from THE VOLLRATH COMPANY, 
Sheboygan, Wisconsin. Established 1874. 


Vollrath Ware 


HAVE YOU 
ACRIPPLED UTENSIL 
IN YOUR 
KITCHEN ? 


replace if unalh 


beautiful 


The Vollrath name in this 
form on the label assures you 
of genuine Vollrath Ware. 
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Eight different heavy corrugated cans of same size (the 
Laboratory. No. 1 represents the NEW WITT CAN; and 


pressure, and the old Witt Can ranked second, Note that nearest c 
only 5,275 Ibs. 







An improved form of corruga- 
tion, with heavy steel bands rivet- 
ed top and bottom. One piece 
bottom seamed tobody; sideseam 
double-locked and welded. Made 
of special analysis steel; finished 
product hand hot-dipped in pure 
molten zinc. 
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SUPER QUALITY 


Pittsburgh Testing Laboratory shows 
NEW WITT 50% STRONGER than nearest competitor. 

















roducts of seven manufacturers) were tested by the Pittsburgh Testing 
o. 2, the old Witt Can. The NEW WITT CAN withstood 17,700 Ibs. 


d only 11,000 Ibs., the weakest (No. 8) withstood 





itor w 


The NEW WITT Can, made of special 
analysis steel and with an improved 
form of corrugation, clearly demon- 
strated its superiority over six other 
well known makes, in tests conducted 
by the Pittsburgh Testing Laboratory. 


This authoritative and unbiased opin- 
ion, of a nationally recognized institu- 
tion, is another confirmation of our 
claims that— 


WITT CANS outwear 


and outlast all other cans. 


Why not test these NEW WITT Cans 
yourself? Have your jobber deliver a 
supply. It will pay you to use them. 


The Witt Cornice Co. 


2114 Winehell Avenue 
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Sensational in price . . . $59.95 .. 
the lowest price for which a full-sized 
electric washer of VOSS quality has 
ever sold at retail! 


Sensational in quality . . . the first 
washer, we believe, within dollars of 
the VOSS price which has ever been 
awarded the Good Housekeeping In- 
stitute Seal of Approval! 


Sensational in performance . . . the 
only washer at any price with a metal 
floating agitator which exactly dupli- 
cates hand-washing action in all its 
gentle thoroughness! 


Sensational in sales . . . because noth- 
ing even remotely approaching it in 
dollar-value is available today! 


ACK of this new low-priced VOSS is a reputation, established over a 





, I> 
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period of 54 years, for quality, efficiency and long life. Basically, this geal \ 


1931 model VOSS is of the same high quality as models which have sold in 
the past for $150. 


It is a low-priced washer which offers high-priced features. It has a full- 
sized, six sheet capacity porcelain tub; genuine Lovell wringer with large 
two-inch rolls; famous Westinghouse electric motor; all mechanism is fully 
enclosed and running in oil; beauty of line and finish; and all other worth- 
while features of washers selling at twice the VOSS price and even more. 


The VOSS is Nationally Advertised 


Orders for full-page and half-page units have already been placed with 
Ladies’ Home Journal, Good Housekeeping and Farmer’s Wife. The — 
16 million readers of these publications will read of the New VOSS . . . its 
low price and high-priced features, throughout 1931. 


Write or Wire Today For Details of Our Dealer’s Franchise .. . 
und our New Finance Plan for Time Payments. 





VOSS BROS.MFG.CO. 


DAVENPORT. 1O0WA 
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They look — they stop 








when you 
use this New 
Moving Color 
Sales Display 


More sales power—that’s what you get 
when you use the new Sylvania Moving 
Color Lamp Display! 

You set this display up in yvuur store, 
stack it with the Sylvania Lamps, and 
turn on the current. Immediately the dis- 
play goes to work giving you more profits 
from Sylvania lamps and from everything 
else in your store. The rich, shifting colors 
attract instant attention. The name Syl- 
vania inspires confidence. And sale after 
sale is made with no effort to you! 

This new model of the Sylvania Display 


is sturdy, good looking, effective. It takes 
up very little floor space. It has a new and 





REG U.S. PAT.OFF. — 


LAMPS 


Licensed under General Electric Company's 
Incandescent Lamp Patents 
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efficient heat motor. It gives richer colors. 
It is provided with two testing sockets so 
that you may compare different lamps, 
and so that the customer may test lamps 
for himself, 

Use this new display stand in conjunction 
with the many FREE sales helps put at 
your disposal by Sylvania. Use Sylvania 
Cards in your windows. You will feel the 
results immediately—in increased profits! 














Dealers everywhere are having striking 
success with this new display. Let us tell 
you how to get one. The Coupon brings 
full details. 














Nico Lamp Works, Inc. 
Emporium, Penna. 


Please send me full details on how I can get the 
new Moving Color Lamp Display. 


Name 





Address 





City. Ne sestcte sree aise 
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They look for 

the“RedTag” 

—the mark of 
quality 
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FENCE 
AND PRODUCTS 
Paopeaty PAOTECTION Pays 


Ch FENCE COMPANY ne y 


WAUKEGAN LLINO'IS 





Feature Cyclone Products: 
Cyclone “45” Chain Link Lawn Fence 
Cyclone Ornamental Lawn Fence 
Cyclone Catch-All and Burnit Baskets 


Cyclone Wire Screen Cloth 


SUBSIDIARY OF UNITED 


PRINCIPAL SUBSIDIARY 
CoLuMBIA STEEL COMPANY 
CYCLONE FENCE COMPANY 
FepeRAL Suips'Loc. & Dry Dock Company 
Pacific Coast Distributors—Columbia Stee! Company, Russ Bidg., San Francisco, Calif. 


AMERICAN BripGe COMPANY 

AMERICAN SHEET AND TIN PLATE COMPANY 
AMERICAN STEEL AND WIRE COMPANY 
CARNEGIE STEEL COMPANY 


— That means “highest 
quality’ to your customers 


“We’ve used Cyclone Products for years. We 
know they’re good.” That is what home-owners 
say. So they ask for Cyclone Wire Screen Cloth 
through habit. Show them the “Red Tag” label 
on the end of the roll and they'll leave your 
store better satisfied. 


It’s a pleasure to sell Cyclone Wire Screen 
Cloth, too, because it’s easy to handle. Lies flat, 
no curling. No bulging when installed. Even 
uniform weave gives it a neat appearance. Gal- 
vanized, painted black, bronze or copper. Sold 
only under the Cyclone name, and only through 
regular hardware dealers. Order from your job- 
ber. If he cannot supply you, write direct to us. 


CYCLONE FENCE COMPANY 


General Offices: Waukegan, Iil. 
Branch Offices in All Principal Cities 
Pacific Coast Division: STANDARD FENCE COMPANY, Oakland, Calif. 


STATES STEEL CORPORATION 


MANUFACTURING COMPANIES 
ILuinots STEEL COMPANY 


Ow Wet Supp_y CoMPANY 

Tue Lorain STEEL COMPANY 
MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & RAILRoaD Co. 
NATIONAL TuBE COMPANY UNIVERSAL ATLAS CEMENT COMPANY 

Export Distributors-—United States Stee! Products Company, 30 Church St., New York, N. Y. 





@1931, C. F. Co, 
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UNION HARDWARE 
HACK SAW 
FRAMES 














the Blade 
Properly Tensioned 


Union Hardware Hack Saw 
Frames hold the blade secure and 
rigid and keep it at an even ten- 
ston until released. This results 
in a material saving in blades as 
well as in time and labor. 


The adjustment is easily made, 
and the handles on the various 
types of frames are constructed to 
afford a firm, .comfortable grip 
without tiring the hand or wrist 
of the user. Made in 6 practical 
styles including patterns for gen- 
eral home use as well as for the 
most exacting mechanics. All re- 
tail at popular prices. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 






No. 2150 
Adjustable 
Established 1854 Incorporated 1864 8 to 12 ins. 


TORRINGTON, CONN., U. S. A. 
Y iobb ll s l : 
New York Office: 151 Chambers Street Send Fae Fil Canslen 8 0. 10. 








No. 2115 
Adjustable 8 to 12 inches 






No. 2175 
Adjustable 8 to 12 inches 












No. 2140 
For 10 Inch Blades 
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Two miles down the road 
to a distant stream—a beautiful pas- 

toral picture but a long ways to go for 
water. 









Don’t miss the importance of the story this picture 
tells. Don’t underestimate the possibilities it un- 
covers for pump and water system business. 







The thousands who suffered through water short- 
age during the recent drought are the thousands 
who are now thinking in terms of improved and 
larger capacity pumping equipment. 








A short story but directly to the point. It re- 
veals remarkable opportunities for every 
Myers dealer to increase his pump and water 
system business during the months to come. 







There is nothing we can add to the picture 
to make it more impressive with the ex- 
ception that if you have not as yet joined 
the National Myers Water System Sales 
Campaign that you write or wire us im- 
mediately for complete information. 


mF. E.MYERS & BRO.¢?: 
ASHLAND, OHIO. 


; PUMPS-WATER SYSTEMS -HAY TOOLS -DOOR HANGERS 
| aes Take i . I 
' 0 The | 
MYERS 
PUMPS -WATER SYSTEMS - HAY TOOLS -DOOR HANGERS 


PUMP BUILDERS SINCE 1870 
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U. S. Quality Enameled 

Ware embodies the three 

requisites of kitchenware— 

Durability, Cleanliness and 
Beauty. 
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DELIGHTFUL and CONVENIENT AIDS » » 


. - « for the Kitchen’s Treasure Box 


ITH their original crispness, fresh- 

ness and tenderness preserved, and 
a delicious flavor to whet the appetite, vege- 
tables and salad materials are conveniently 
kept in the U. S. Refrigerator Pans. Made 
in three sizes: 12", 14" and 16". 


Women are finding in these moist air 
compartments, delightful refrigerator aids 
in keeping fresh, these good things for the 
table. 


And with the sparkling freshness of a 
mountain stream, comes water from the U. 
S. Refrigerator Water Cooler, properly 
chilled, to satisfy thirsty throats. This cooler 
holds about four quarts. 


These beautifully finished U. S. Enameled 
Ware items are made to fit any type refrig- 
erator—and for butter and odds and ends, 
smaller Refrigerator Pans are available. 


UNITED STATES STAMPING CO. 
Quality Enameled Ware 
MOUNDSVILLE, W. VA. 





If you have not received our 
No. 9 Catalog illustrating 
the complete U. S. Enam- 
eled Ware line, please 
write for it. 
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“Time is money!” That’s an adage, old as the hills, but just as true today as ever. 


Dutch Boy White-Lead is “Time is money!”...to you...to painters.,.to everybody who wants to get jobs done. 
sold in 12%, 25, 50 Ib. Pes ; 7 
pails, 100 lb. kegs and “Time is money!” and Dutch Boy Soft Paste saves your time because paint buyers know 
comes in both heavy and g F . ° ° . ° . os 

soft paste forms. its value. It saves painters’ time because it gives pure white-lead paint in a jiffy —at the 


rate of almost a gallon a minute. No “breaking up” to do. Stir it! Pour it! Thin it! 
That’s all there is to “speed mixing” with Soft Paste. 

Get your paint customers to try Dutch Boy Soft Paste and “speed mixing” on the next 
painting job. It will mean savings for them...and satisfied, “repeat” customers for you. 

8 painters in every 10 use Dutch Boy. They use it because it protects their reputa- 
tions for quality work. They use it because it makes paint that doesn’t crack or 
scale...pure white-lead paint that has the advantage of wearing down smoothly by 
gradual chalking, leaving a perfect surface for repainting. 


NATIONAL LEAD COMPANY 


New York, 111 Broadway; Buffalo, 116 Oak St.; Chicago, 
900 W. 18th St.; Cincinnati,659 Freeman Ave.;Cleveland, 
820 W. Superior Avenue; St. Louis, 722 Chestnut Street; 
San Francisco, 2240 24th St.; Boston, National-Boston 
Lead Co., 800 Albany Street; Pittsburgh; National 
Lead & Oil Co. of Pa., 316 Fourth Avenue; Phila- 
delphia, John T. Lewis & Bros, Co., Widener Building. 
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“20% stronger” 
and 


fragrant as cedar 


Kills insects—Moth-proofs closets 


—Destroys household odors 





—fast moving 


@ O-Cedar Spray is a better insecticide 
(it kills insects dead). It is pleasant to 
use. It bears the O-Cedar name—a by- 
word to millions of women. It is properly 


advertised. 


For these reasons O-Cedar Spray sells 
rapidly. It moves off your shelves. There 
are few products that repay your sales 


effort better. 


Check your stocks 

The insect season is here. Consumer pur- 
chases of O-Cedar Spray begin this month. 
O-Cedar Spray advertising in national 
women’s publications is breaking now. 
Check your stocks. Display O-Cedar Spray 
in your windows—on your counters. 
Tie up with O-Cedar and get your share 
of O-Cedar Sales and profit. 


Till June Ist only, 2 free with 12 





Ask your Jobber’s Salesman — 


-@dar @rpn 


4501 South Western Avenue : Chicago 
Makers of O-Cedar Polish and O-Cedar Mops 
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his Expert Cook Says- 











After you've tried a Kitchenkook 
other stoves just wont do- 


expectations, he tells the world about it. Becomes 
a booster. 


And expert hardware dealers say, ‘After you've 
sold a few Kitchenkooks, other stoves just won't 
sell,” 


Kitchenkook gives finer performance at lower cost 
than most people expect from any stove. 


When a person buys something and gets just what 
he expects, he says nothing. Takes it as a matter 
of course. Becomes neither a knocker nor a 
booster. 


When he buys something which greatly exceeds his 


Kitchenkook brings to the rural home the equivalent 
of city gas service at a fuel cost of only about a 
dollar and a half a month. 


That's better than most people expect. That's why 
Kitchenkook users tell the world about their won- 
derful stoves. 


That’s why, after you've sold a few Kitchenkooks, 
other stoves just won't sell. 


“There's gold in them thar Kitchenkooks.”” Give 
our salesman a hearing when he comes. 


AMERICAN GAS MACHINE COMPANY, Zac. 


ALBERT LEA, MINN. 


NEW YORK 








OAKLAND 


BRICA 


K ITCH ENKOOK 








Economical Gas Service ~for Every Home 
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NO. 5 KEYSTONE 
16 INCH 


10 POINT 
CROSs-CUT 














NO. 5 KEYSTONE > 
20 INCH 


y POINT 
CROSS-CUT 





NO. 5 KEYSTONE 
26 INCH 


8 POINT 
CROSS-CUT 
OR 5% POINT RIP 
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Ss numbers of DISSTON Hand Saws 
and three sizes of DISSTON-KEYSTONE 
Hand Saws enable you to meet every 
demand from consumers. In this new 
hand saw set-up you have good sellers 
only. You don’t need other hand saws. 

Note the price range: $1 to $5. 

You can meet all competition with 
No. 5 DISSTON-KEYSTONE Saws for the 
home owner, to retail at $1, $1.50 and 
$2. These good new saws, with orange 
and black handles and colorful de- 
calcomanias on the blades, are attrac- 
tively branded “DISSTON-KEYSTONE.” 


CW 





You can give the mechanics better 
value than ever before with DISSTON 
Saws, “The Saw Most Carpenters Use”, 
of genuine Disston quality,at$2.75, $3.25, 
$3.50, $4.25, and $5. You can sell many 
DISSTON Saws to men who are first inter- 
ested in KEYSTONE Saws, because there 
is only 75 cents difference in the price 
of the cheapest DISSTON Saw and the 26- 
inch KEYSTONE Saw. You can get your 
customers to trade up. 

You don’t need—and don’t want — 
any other hand saws. The DISSTON and 
DISSTON-KEYSTONE Sawsare enough for 


Leste < 


Ww OY 


any store. It is costly to carry two lines 
where one is enough. Disston prestige 
is an asset to you. 

New prices all along the line are stim- 
ulating DISSTON Saw sales everywhere. 
Let everybody see that you can supply 
DISSTON and No. 5 DISSTON-KEYSTONE 
Saws “as advertised”. Millions of con- 
sumers are reading about DISSTON and 
DISSTON-KEYSTONE Saws. Your cus- 
tomers are ready to buy them. Display 
DISSTON and DISSTON-KEYSTONE Saws. 
Use the display material shown on the 
next page, sent free to you on request. 





THESE ARE THE SAWS IN THE 





DISSTON SIMPLIFIED LINE 





NSUMER PRICES 


00 


50 


20 INCH 


00 


26 INCH 


75 


26 INCH 


25 


26 INCH ! 


50 


26 INCH 


25 


26 INCH 
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26 INCH 
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Household Quality 
$1 (16") $1.50(20") $2 (26") 
Enables you to meet price competition with 
good hand saws, bearing the Disston name, 
at the lowest prices possible. Three sizes 
only : 16 inch 10 point cross-cut, to retail 
at $1; 20inch 9 point cross-cut, to retail at 
$1.50; 26 inch 8 point cross-cut and 5% 
point rip, to retail at $2. All are lightweight 
patterns, skew back, with orange and black 
handles (Disston trade mark), colored de- 
calcomanias, and Disston-Keystone etching. 
Packed % dozen of a kind in a box, also 10 
of assorted sizes, with display material, in 
the Keystone SawSales Pack. See last page. 


D-7 
Genuine Disston Quality 


$2.75 (26") 


Straight back, both lightweight and regu- 
lar patterns. Disston’s lowest priced saw for 
the mechanic, retailing for only 75 cents 
more than the 26" Keystone. Enables you to 
give the consumer a genuine Disston Hand 
Saw at an extremely low price. True-taper 
ground, Brass screws. Lengths and points: 
Lightweight, 26",7,8,9, 10 pt. cross-cut and 
5% pt. rip. Regular pattern, 18", 10 pt.; 20", 
9 and 10 pt.; 22", 8, 9 and 10 pt. cross-cut 
and 7 pt. rip; 24", 7, 8 and 9 pt. cross-cut 
and 7 pt. rip; 26", 5, 6, 7, 8 and 9 pt. cross- 
cut and 5, 5%, 6 and7 pt. rip. 


D-8 


Genuine Disston Quality 


$3.25  (26") 


Skew back, both lightweight and regular pat- 
terns. The most widely used hand saw on 
earth, the original skew back saw, true-taper 
ground. Applewood handle. Brass screws. 
Lengths and points: Lightweight, 26", 7, 8, 
9, 10 and 11 pt. cross-cut and 5/4 pt.rip. Reg- 
ular pattern, 18", 9 and 10 pt.; 20", 8, 9, 10 
and 11 pt.; 22", 8, 9, 10 and 11 pt. cross-cut 
and 7 pt. rip; 24",7,8, 9,10 and 11 pt. cross- 
cutand 5% pt. rip; 26" 5, 6, 7, 8, 9, and 10 pt. 
cross-cut and 44, 5, 54% and 6 pt. rip. 


D-23 
Genuine Disston Quality 


$3.50  (26") 


Straight back, lightweight pattern, a favor- 
ite with carpenters everywhere, famous for 
its temper. True-taper ground. Improved 
pattern of applewood handle, carved; new 
grip, roomy and comfortable, new weather- 
proof finish; brass screws. Lengths and 
points: 20", 10 pt.; 22", 10 and 11 pt.; 24", 
7, 8, 9, 10 and 11 pt.; 26", 7, 8, 9, 10 and 11 
pt. cross-cut and 54% and 6 pt. rip. 


D-12 
Genuine Disston Quality 


$4.25  (26") 


Straight back, both lightweight and regular 
patterns. Used by mechanics everywhere for 
finishing work. Narrower blade with im- 
proved pattern of applewood handle, weath- 
erproof finish, carved, and nickel- plated 
screws. True-taper ground, like all Genuine 
Disston Quality Hand Saws made for me- 
chanics’ use. Lengths and points: Light- 
weight, 26", 7, 8, 9,10 and 11 point cross- 
cut and 5% and 6 pt. rip. Regular pattern, 
20", 10 pt.; 22", 10 and 11 pt.; 24", 8,9 and 
10 pt. cross-cut and 5% pt. rip.; 26", 6, 7,8, 
and 9 pt. cross-cut and 5% \and 6 pt. rip. 


D-15 and D-115 
Genuine Disston Quality 


$5 (26") 


D-15 is lightweight pattern, straight back, 
and D-115 is regular pattern, skew back. 
These are the finest and most beautiful hand 
saws that Disston makes, with rosewood 
handles, nickel- plated screws, and highly- 
polished blades of the finest Disston Stecl, 
highly tempered and true-taper ground. 
Lengths and points: D-15 Lightweight, 24", 
7, 8,9, 10 and 11 pt.; 26", 7,8, 9, 10 and 11 
pt. cross-cut and 5% and 6 pt. rip. D-115, 
regular pattern, 26", 7, 8 and 9 pt. cross-cut. 
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The illustration above shows the display material avail- 
able without charge and sent post paid on request to any 
retailer who will make a display of DISSTON-KEYSTONE 
Hand Saws. It consists of poster, easels for saws, price 
cards, and consumer folders on DISSTON-KEYSTONE Saws. 





The illustration above shows the display that may 
be made with DISSTON Saw Display Material—win- 
dow poster, price cards, and saw easels, sent free with 
consumer folders. Use both Disston and Keystone 
displays, showing the best saws at from $1 to $5. 








Get the iN -¥STON 
> | PAC r 


anda YOu well tt MOre SAWS ew 


LAN , 
— the Home 


THE NEW KEYSTONE SAW SALES PAt ete 
contains, in sddinion to vabestiie silebihows display —— 
and sales helps, a balanced selling unit of ten 
No. 5 KEYSTONE Hand Saws in the three sizes: 


Each Retail 
retailing at Value 


2 16" Keystone Saws... . $1.00 $2.00 

2 20" Keystone Saws... . 1.50 3.00 

6 26" Keystone Saws.... 2.00 12.00 
10 Saws to retail at . . . $17.00 
which cost you... . 


(Shipping Weight of Pack Complete, 18 Pounds) 





HREE of the ten saws—one of each size—are 
attached to the striking window cut-out shown, 

with a picture of the Sales Pack, at the right. This 
cut-out shows your customers at a glance that they 
can get KEYSTONE Saws, made by Disston, in three 
different sizes, at the lowest prices ever known for 
saws of such quality—$1, $1.50, and $2, according 
to size. The display panel is all ready for you to 
put in the window or on a counter or show case. 
It will sell Keystone Saws for you. 

With the Keystone Saw Sales Pack is included 
also a supply of attractive folders on Keystone 
Hand Saws, for counter and store use. 

Get the Keystone Saw Sales Pack and use the 
colorful cut-out. To fill in, order KEYSTONE Hand 
Saws in straight packages of a half dozen of a single 
size, which do not contain the window 
cut-out. Display material for use with 
Keystone Saws bought in straight pack- 
ages may be had without charge—mail 
the coupon below. 

Display DISSTON Saws and 
DISSTON-KEYSTONE SAWS. 
Get the increased sales that lower 
prices always stimulate. 








HENRY DISSTON & SONS, INC., The World's Foremost Saw Makers, PHILADELPHIA, U. S. A. 


See that we are supplied, through the Send to us, direct from the factory, O) DISSTON Saw Window 
° ae ° . ° consisting of poster, easels for saws, price cards, and con- 
hardware jobber named below, with: post paid, without charge, the display shinbiee Gitlin on “Sn tate tet Caines oa.” 


material that we have checked: 





aN at ) . AW OS ae ee el ee IS) ee Oe ee Sm 
How many ? each containing - 
?+ 6-26", 2-20" and Oj KEYSTONE 3 Ww v IOW VU poo 
2-16" No.5 DISSTON- KEYSTONE consisting of thon panty price cards, and consumer POBE. - nnn nn nn nnn nnn nnnnncnnn enna enone n= === == n= 
Hand Saws with free window cut-out and folders. (The window cut-out comes only in the Keystone 


attractive consumer folders in colors. Saw Sales Pack. To get the cut-out, order the Pack). I i 








<The B.W.H. Line 


Standardized M | al Rubber Goods 


Good Luck Hose Washers sel! 


The BOSTON LINE for” 10e, package, showing 


gross (24 cartons) in display 





container as shown. 


: GARDEN HOSE 
covers the entire field 


The most imitated noz- 
zle on the market. 
Never equalled in qual- 
ity. Each nozzle packed 
in a separate carton. 
12 cartons in full 
color lithographed dis- 
play packages. The 


fastest selling nozzle 

on the market. 4 f 
> 
<2 


BOSTON NOZZLE 


w/, 
A PERFECT Spray Nozze @ ; : 
BOSTON WOVEN HOSE & RUBBER ¢ 
BOSTON MASS US A | i 
2) 





















Known everywhere by 
name and recognized as 
the standard friction tape 
of the country. Nation- 
ally advertised. In 1, 2, 
4 and 8 ounce rolls; in 
full color cartons all 
packed in handsome full 
color display containers. 





The highest Belts jar rub- 
ber made. ells at 10c a 


\ Fe gen i fein cob — 
UD MER GOs ag IN \ A (24 cartons) in color dis- 
UPR . play container. Used by ex- 
perts — preferred by every 
home canner. 





Seven Standard Nationally Known Brands 
“A GRADE FOR EVERY PURSE” 


BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for Fifty Years 

















Works: Cambridge, Massachusetts Postal Address B&x 5077, Boston, Massachusetts 
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"T“HERE’S unusual sales ap- 
peal in this new Pyrex Tea 
Pot. Novel in design . . . distinc- 
tive in appearance ... every 
woman will want one to grace her 
tea table . . . to show her friends. 
Exceedingly practical, too, this 
new tea pot. It’s as resistant to 
heat or cold as all Pyrex Oven- 
ware. Has no old-fashioned spout 
to break off. The handle and lid 
are of chromium... easy to keep 
bright and clean, and, of course, 
unbreakable. 


24 


4 


HOW CAN ANY WOMAN 
RESIST IT? 


Through clear glass, the house- 
wife can see when the tea is just 
right . . . and the lid is so cleverly 
fashioned that the tea ball may be 
hoisted out of the way and held 
there! 


No woman can resist this com- 
bination of real beauty, novelty 


Désigned for beauty, utility, 
rapid sales, this new No. 44 
Pyrex Tea Pot is bound to 
be a leading attraction in 
your store. 


and utility in a tea pot. Feature 
it in your window and on your 
counter. Explain its utility to 
those who have been attracted by 
its beauty — and you are sure to 
make a quick sale. : 


“Pyrex” is a trade-mark and indicates 
manufacture by Corning Glass Works. 


PYREX tea por 


CORNING GLASS WORKS, CORNING, NEW YORK 
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POCKETBOOK PROTECTION 


This store 


FEATURES GOODS 


Advertised in 
and 


GUARANTEED 


by 








> Institute 
HOusexcepinc MACE 


This ts your 
GUARANTY 


GOOD HOUSEKEEPING’S policy is tq, make its ad- 
vertising pages a thoroughly reliable and trustworthy 
source of information. 
Before it accepts the advertising of any product, Good 
keepi fully esi i ucts 
which come within the testing scope of Good House- 
keeping Institute or the Good Housekeeping Bureau 
of Foods, Sanitation and Health must be tested and 
approved before they may be advertised in Good House- 
keeping. Good Housekeeping, further, examines every 
advertisement offered to it for publication and makes 
every effort to assure itself that essential claims are 





‘ana g Appr 
Teste? pProveq justified. 


AND THIS IS YOUR GUARANTY: If you’ purchase a 


by the 
Bureau of Foods. Sanitation } product advertised in Good Housekeeping and find it 





New 
Trade Flows 
to this Sign 

of 
Fair Dealing 





i: 


NB cass. 


eh ees Rewic 











wt ] unsatisfactory, we will carefully investigate your com- 
pA plaint. If the product is defective it will be revlaced 
or your money refunded. 











HY should new trade choose 
We store and not a com- 
petitor’s? What are you doing to 
gain the confidence of the stranger 
and turn her into a steady customer? 
Important questions always, and 
never more so than today when 


extra sales mean so much. 


Retailers over the country have 
found the answers in Good House- 
keeping’s Seal of Approval and Ad- 
vertising Guaranty. By featuring 
goods which offer the protection of 
these two nationally known buying 
safeguards, they go on public record 
as stores where quality and satis- 


faction are sold. 


Women everywhere (and men, too) 


know that Good Housekeeping 
guarantees all its advertising on a 
money-back basis. Every product 
is expertly appraised and all appli- 
ances and utensils are laboratory 
tested by Good Housekeeping In- 
stitute under the most exacting con- 
ditions before a line of advertising 
may appear. Quality, efficiency, 
durability and the fulfillment of all 
claims must be proved, or it 
cannot use Good Housekeeping’s 


pages. 


You can see from this why these 
products enjoy greater 
buying confidence. Why 
not turn this confidence 
into sales for you? You 


probably stock items ad- 





GOOD HOUSEKEEPING 


Everywoman’s Magazine 


MAY 28, 1931 


GOOD HOUSEKEEPING TRADE SERVICE 
57th Street at 8th Avenue, New York, N.Y. ya-s.31 


Street 


City and State 


vertised in Good Housekeeping. All 
you need do is learn what they are 
— feature them prominently — and 
tell people that you specialize in 
products which give them positive 


buying protection. 


To help you, we will send free win- 
dow posters and counter cards in 
colors, together with suggestions 
for their use and lists of currently 
advertised guaranteed products. 
Just return the coupon and prove 
to yourself that it is an idea that 
sells goods by selling your store. 


F R E E 


Please send list of currently advertised guaranteed 
merchandise and free selling posters as checked. 


C] Window Size 


(_] Counter Size 


Name of Store............. ; 






























THENO.4 /nstant Lighting 
Coleman |ron 








MODEL No. 4 


is the ONLY Pressure Gas 
Iron that is Instant Light- 
ing and equipped with the 


Jape. 


POINTED 





HEEL 
MODEL No. 5 ECAUSE it gives dependable service, and because it makes 
Torch Generating ironing so much easier, the Coleman No. 4 Instant Lighting 
A fast selling model very popular Iron is a leading seller everywhere! 
where heavy grades of fuel are used. N : has been added. --a T; d Ironi 
Generates quickly and easily with al- ow anew convenience has nadded...a Lapered Ironing 
cohol torch, which is furnished. Has Edge on the sole-plate, beveled just right for easy ironing around 
Spring Green porcelain enameled body buttons and under pleats. It is a real sales-winner ... the Iron 
with handle to match. Nicke that “Smooths the Way on Ironing Day”. 


Model 4 lights instantly ... just strike a match and turn 
a valve. Body is porcelain enameled in blue with handle to match. 
Highly polished nickel trim. 

Sultry summer days will soon be here. Display and talk 
about this better Coleman Iron, and you'll sell a lot of them. 
Ask your jobber for full details and prices, or write to: 


THE COLEMAN LAMP & STOVE COMPANY 
General Offices: WICHITA, KANSAS, U. S. A. 
Factories: Wichita, Chicago, Toronto Branches: Philadelphia, Chicago, Los Angeles 
































MODERN GAS SERVICE for Homes 
Beyond the Gas Mains 


OLEMAN Pressure Gas Appliances 
bring real gas service to your customers 
who live beyond the gas mains. Convenient, 
quick, clean, economical service that ban- 
ishes drudgery and makes life more 
pleasant. Sell the full Coleman line 
and benefit by the year-round 
profits Coleman Appliances 
yield. Ask your job- 
ber’s salesman about 
the timely items 
pictured 
here. 
















Coleman Camp Stoves 
New Instant-Lighting Models 







Coleman Lamps 
and Lanterns 






Coleman 
10-Gallon 
Fuel Tank 


Coleman 


PRESSURE GAS APPLIANCES D-15) 





Coleman Stoves - - + 
Models for every kitchen and purse 
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... they're buying 
SUNLIGHT 


When California sold the idea of 
its sunny climate, men moved 
there to buy its land and build 
their homes and businesses. The 
need of more sunlight in modern 
indoor life is acute . . . Lustraglass 
fills this need. 

Lustraglass brings indoors the 
sun’s rays, ultra-violet, infra-red 
and daylight as nature blends 
them. It is the “whitest” of all 
glass made for windows... a sup- 
erior product in every respect. 


— 


tte, ROP cet, RE 


USTRAGLASS 


Pf A. 1) =o R A 





acolTieMOMe TUS colalacel Mel tol lal « 
of the shorter ultra-violet rays 
of sunlight at 313 mu. and more 
daylight . . . yet costs no more 


than any good window glass. 
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Moffett Apartments, Hollywood, Cal. Leland A. Bryant, Architect. 
Windows by Soulé Steel Co., Glass by Thompson Glass & Paint Co. 


A glass department stocked with Lustraglass 
is not only an attractive advertising feature 
for your business but it pays an exception- 
ally good year-round profit. No glass can 
compare with Lustraglass for homes, green- 
houses, industrial plants and poultry houses. 
BOOKLET A-430 explains why. Write for it. 


AMERICAN 


WINDOW GLASS CO. 


FIFTH AVENUE PITTSBURGH, PA. 
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GRISWOLD MEAT AND FOOD 
CHOPPER 


It cuts — holds juices in fruits and vegeta- 
les. It does not squeeze nor grind. Four 
sizes — for small, medium and large fami- 
lies, and for hotel and restaurant use. 
Prices to dealer: No. 1, $1.30; —_ ‘se = 50; 

No. 3, $1.75; = 4,82 253;— 
No. 1; $2.25; N 2, $2. 50; No: . $2.75, 75; 
No. 4, $3. 











NEVER 
a dissatisfied customer | 





A STRONG STATEMENT—YES! But we have yet to learn of any woman 
who is now dissatisfied, in any way, with any Griswold cast-iron cook- 
ing utensil she ever purchased. 


Frankly now, have you ever had a single complaint, that was not satis- 
factorily adjusted, on any Griswold utensil you ever sold? 


Women prefer Griswold for a number of reasons: 


1 Griswold cast-iron ware was used with daily satisfaction in their mothers’ and 
grandmothers’ homes. Since 1865 millions of women have cooked billions of 
homelike meals in Griswold utensils. 


2 Nothing but pure iron, first quality, is used in our foundries — Griswold has 
never attempted the false economy of substituting iron scrap for superior 
metal. That’s one reason all Griswold iron ware heats evenly. 


3 Generations of Griswold craftsmen, aided by efficient foundries, clean, mod- 
ern equipment, enable Griswold to maintain the highest standards. 


4. Griswold iron utensils will last for several generations, becoming better and 


better the longer they are used. 


There’s bigger profit per item for you, a better deal for 
everyone, when you sell Griswold. Order your spring stock 
from your jobber now—or, if he cannot supply you, write 
The Griswold Manufacturing Company, Erie, Penna. 


GRISWOLD 


HARDWARE AGE 





Fe 
t 




















Sil ver Anni versary Hodels 


Ray-O-Vac’s new Silver Anniversary Flashlights are 
here . . . They’re smart . . . modern—with beauty 
never before possessed by any flashlight. Satin silver 
finish, set off by jet black switch section and end cap 
... nickel lens flange . . . added smartness in the unique 
herringbone pattern on the case. 

Here’s a flashlight that will sell. It’s new—and dif- 
ferent—not “just another model.” The same quality 
that has made Ray-O-Vac outstanding among finer 
flashlights is present in the Silver Anniversary Models. 
It has the Rotomatic Switch, of course—and all other 
features that have made Ray-O-Vacs a fast-moving line. 

Even the display containers reflect the beauty of the 
Silver Anniversary Ray-O-Vacs—displays that you'll 
want to put right up on the front counter. Be the first 
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dealer to show the Silver Anniversary models—see your 


jobber salesman NOW. 


FRENCH BATTERY COMPANY, Madison, Wis. 


General Sales Offices: 20 North Wacker Drive, Chicago 
Makers also of Rotomatic and Standard Flashlights and Electric Lanterns 


FLASHLIGHTS 


AND BATTERIES 
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and to act upon 


ICHOLSON and Black Dia- 
mond File Advertising appears 
continually during 1931 in 64 pub- 
lications with a grand total of 
17,464,845 circulation. 


These figures are concrete and spec- 
ific evidence of the advertising we 
are doing to help our dealers sell 


Nicholson or Black Diamond Files. 


If you are not carrying one of 








these brands act upon this evidence. é 

cHOL So Your jobber can supply you with i 

< osn t Nicholson or Black Diamond Files. ‘ : 
wre cams — é 
Providence Factory NICHOLSON FILE Co. Philadelphia Factory ee 


Nicholson File Co. Providence, R. 1., U. S.A. G. & H. Barnett Co. 


A FILE FOR EVERY PURPOSE 
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Royal White 


Selected Stock Unit 


Easy, inexpensive way to start Standardizing on the 
popular Royal White line. Good initial stock, live items, 
only $39.00, and Special Offer Item—3 doz. Bowls $6.00 


wre made it easy for you to get your enameled ware 
stock on a standard, modern, profitable basis. Selected 
Stock Unit, No. 39, gives you thestart, atsurprisingly lowcost. 


It is a carefully selected, representative initial stock of live, 
fast selling items and includes a special offer item of three 
dozen mixing bowls, with lip and handle, to sell at introduc- 
tory price of 25c. Advertising material is also included. 


Royal White’s immediate nation-wide acceptance is due 
to the popular demand for quality ware at a moderate 
price. Standardize your enameled ware with Royal White. 
Your jobber will gladly tell you all about it, or, if he hasn’t 
yet reached you with the story, write us direct. 


Selected Stock Unit No. 39 for..........$39.00 
3 Dozen Introductory Mixing Bowls...... 6.00 


Complete Unit... ..........eeeeeeee + $45.00 
F. O. B. Granite City, Tl. 


NATIONAL ENAMELING & STAMPING CO., INC, 
273 N. Twelfth Street, Milwaukee 
Also Manufacturers of Royal Ivory and the famous Royal Granite Enameled Wares 
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ee 
UNIT No. 39 
4 are 521 4% Double Boilers 
De ee kscctedesunnd 5 Mixing Bowls 
DEES censedeegues 30 Wash Bowls 
Pcs bciccnces 112 Water Dippers 
PE Wess oc ceed 061 Convex Kettles 
Cf Serr 081 Convex Kettles 
5G Dis v0 veces 0101 Convex Kettles 
Dg) errr er 070 Tea Kettles 
PP AEMS ss cccrceceaas 110 Water Pails 
BBs ecdennnses 12 Oval Dish Pans 
BE Biv csceveccé ,,200 Pudding Pans 
BE hve vcs teveces 400 Pudding Pans 
ye 041 Convex Sauce Pans 
\% Dz.....2..116 Lipped Sauce Pans 
BE Dicccvcee 118 Lipped Sauce Pans 
YH Dz....eees 120 Lipped Sauce Pans | : 
pbs Mabeeeasvadesae 8 Percolators 
56 Dik... cccccccccee 2501 Coffee Pots 


: 3 Dz...+2+e+-Special Mixing Bowls 








ROYAL 


WHITE 


_ ENAMELED WARE 
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eW HIGH-POWER burner 
broad new 


Millions of stoves 
now in use obsolete! 


14 ERE, AT LAST, is the greatest profit opportunity 
ever offered oil-stove dealers. Because High- 
Power burners are over 30% faster, because they 
offer new convenience with fuel economy, they 
bring back into the replacement market millions of 
active ‘prospects. 


All earlier designs (excépt Perfection'’s de buxe 
Superfex models) are now obsolete. High-Power 
burners are the GREATEST OIL-STOVE IMPROVE- 
MENT IN TWENTY-FIVE YEARS! 


Here is fast-as-gas cooking, even on low-priced 
models. Popular new colors, too, at no extra cost. 


Think what this means in your business 


Women who have been waiting years for a con- 
vincing new value in oil stoves are now hearing 
about High-Power speed that boils 2 quarts of water 
in less than 9 minutes, cooks an inch-thick steak 
well-done in 12 minutes from a cold start. 


“a Only dealers with adequate stocks of Perfec- 
i Vets at " J tion stoves with High-Power burners, can take 
k | qe — full advantage of the opportunity offered by 
} % CUz&S these remarkable new values. Don't let your 
} hr! - trade find you unprepared when Perfection's 
: big advertising campaign is in full swing. 
Order now... all the sizes and prices you will 
AY need. Ranges, with every burner a High-Power, 
“. fm sell for $55 and up; flat-top stoves as low as $18.* 
aie: \ Ask our salesman about the tested merchandising 
methods that have proved successful for other 

\ Perfection dealers. 
\ ‘ * Prices slightly higher in the South, the far West and in Canada. 
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bei: 


re-opens 
PERFECTION market. . 





High-Power burners have 
tilting drums, easy to 
light, easy to clean. The | 
large mica window has a 
smooth, embossed frame! 








Only Perfection Offers Every Advantage 


Complete variety and price range, with color 
throughout the line. 


Demand ... three out of five oil stoves sold are 
Perfection-made. Biggest advertising campaign on 
any liquid fuel stove. Farm papers, Magazines, 





R-609, Porcelain, lacquer § 
and baked enamel. Pastel 
green, ivory and black. 
5 High-Power burners. 


Newspapers and Posters. 
Ample profit margin and dealer bonus. Financing 
for deferred payment sales. 

Perfection and Puritan Oil Stoves and Heaters 
are sold only through retail dealers, not through 
mail order houses. 





(Superfex burners with automatic wick stops remain on the de 
luxe line of ranges and flat tops. And Puritan short drum burners, 
standard and giant, also are available, in a complete choice 
of models, for those who prefer a “‘close-up” flame. See 


our complete catalog.) 


PERFECTION STOVE CO. 
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Now! Modern Refrigeration Everywhere! supertex 

Oil Burning Refrigerator keeps food fresh, makes ice cubes, 

regardless of weather. Light the enclosed burners once a 

day. No connections. Booklet free. Also made for use 

with gas. Sold only through distributors. Some territories 
still open. Write for franchise details. 


CLEVELAND, OHIO 
















My “floor 
protection department” 
brings me steady profits 
... all year long! 
















... display them and they'll sell themselves! 


Three square feet of display space —that’s my 
“Floor Protection Department,” says this alert 
dealer. 

This display is a salesman in itself. It sells 
Bassick Casters and NoMar Rests for me without 
a salary. And it’s steady, all-season selling items 
like these that really bolster up profits when the 
year’s check-up is made. 

By all means put one of these 3-square-foot 
“departments” to work. Customers like to “‘dis- 
cover” the things they need and intend to buy. A 
display like the one pictured will remind them of 
their needs. 

Write for our dealers’ catalog No. 106. Your 
jobber is prepared to fill your requirements. 


THE BASSICK CO., Bridgeport, Conn. 


‘ae Branch Offices in 
New York City, N. Y. 
Grand Rapids, Mich. 
Evansville, Ind., Philadelphia, Pa. 
Stock these 7 standard Atlanta, Ga., Chicago, Ill. 


items and you can fill all y 
your customers’ needs! “For 35 years the ‘buy-word’ for fine Casters and furniture rests.” 
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The popular demand is 
for Trolley Garage Sets 


‘ae are quick to appreciate 
the smooth, effortless door manip- 
ulation of garage hangers that are 


No. 855 Swivel . = ° 
jal ene equipped with steel roller-bearings. No. 953 Trolley 
Garage Hanger 





Placing the dead weight of the doors on these 
bearings ends the exasperating struggle that is a 
test of strength in opening and closing garage 
doors. Friction, with resultant wear, is a forgotten 


annoyance when 


National 7 


Trolley Garage Sets are installed. Every job is a good- 
will builder working and demonstrating for you. 


National advertising aids make this a profitable 
line to handle. There are working models for 
demonstration purposes—window and counter 
displays that have big pull. For sure turnover, 
carry a full line of National 
Builders’ Hardware. A 








National . 
makes hardware to reputaion built on merit. Nos. 815 and 816 Three-Door Trolley Sets 
serve every building Write today for particulars. 


purpose—a complete 
line. The items be- 
low are all big sellers: 


SLIDING DOOR HANGERS NATIONAL 


SLIDING DOOR RAIL 

GARAGE HARDWARE 

eee eee MANUFACTURING 
“HALF SURFACE BUTTS COMPANY 


MORTISE BUTTS 





: CUPBOARD TURNS STERLING 
es SASH LOCKS Saar: 
i SASH LIFTS ILLINOIS eR 








No. 817 Two-Door Trolley Garage Set 
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is the time to sell 






-~ eiaiearelene means insects . . . winged 
pests that squeeze through tiny holes in 
the screens of doors and windows. Do your 
customers a real favor . . . sell them JIFFY, 
so they can have peace, even if they cannot 
afford new screens this season. An oppor- 
tunity to do a genuine public service, mak- 
ing nice profit the while. Every housewares 
or summer window and merchandise display 
should carry plenty of bright, attractive 
JIFFY unit packages just now. Have plenty 
on hand, for display as well as for selling. 





Write to nearest branch for Samples and Prices... 


Every Hardware Store should be stocked with 
JIFFY Now! 















Beaver Mfg. Co. 


625 North Third Street, Newark, N. J. 


List of Branch Offices and Representatives 


American Manufacturers’ Agency, 208 No. Wells St., Chicago, Ill 
Bell & Co., 2362 University Ave., St. Paul, Minn. 
Panama Lamp & Comm’! Co., 815 Howard St., San Francisco, Calif 
Mr. D. A. Hyland, 458 Broadway, New York City. 
Panama Lamp & Comm’! Co., 737 Terminal St., Los Angeles, Calif 
Beaver Electric Company, Colborne, Ontario, Canada. 


Representatives 
Roger V. Pettingell, 2 Rangeley Ridge, Winchester, Mass. 
R. L. Cunningham, 620 So. Delaware Ave., Philadelphia, Pa. 
Mr. S. Blumenthal, Lake Shore Hotel, 12506 Edgewater Drive, 
Lakewood, 0. 
Otto E. Heilmann Co., 1326 Syndicate Trust Bldg.. St. Louis, Mo 
Laughlin Sales Co., 1650 Arapahoe St., Denver, Colo. 
W. E. Hawkins, 1374 Nottingham Rd., 
Michigan. 
Charles R. Norrish Co., 2352 Beaufort A¥e., Pittsburgh, Pa. 
‘ W. H. Beaven, 2219 Avenue E., Birmingham, Ala. 
0. J. Rollert, 1011 East 15th St., Kansas City, Mo. 
Mr. Jack Randall, 212 Construction Bldg., Dallas, Texas. 


Grosse Pointe Park, 


2168 DIisDlty . -. cad tim 


asset to stores that feature merchandise windows 
with a personality and a kick! One packed free 
with each carton of 20 packages .... and the 
package itself is a silent salesman! 











6 generous patches, finished in 
genuine, antique bronze to make 
them less conspicuous . . . mere child’s 
play to put them into action... 
take little more than a jiffy to adjust. 
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More Ames Shove/s 
are sold than 


any other kind 






AALS SHOVEL & TOOL CO. 


NORTH EASTON MASS. ANDERSON, IND. 
4606 
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DID YOU 
EVER 
TRY AN 
“ALMOST” 
GOoO0OD 
EGG? 


Ty look ali k e—but 
“fresh” eggs cost more! 

An aged “over-ripe” egg may 
look just the same as a strictly 
fresh egg—but when you eat it 


HHA 





A “cheap” saw may look like 
a genuine Atkins “SILVER 
STEEL” Saw—but when you 
use it HARRAH 

A salesman’s job is to get the 
customer to look beneath the 
surface and judge the value of 
quality in service. 

It costs money to have expert 
chemists pick and choose the 
best steels for sawing and be 
sure that every “SILVER 
STEEL” saw is made of this 
better steel. “Taper Grinding” 
costs money. Hours are spent 
by workmen who are giving a 
lifetime of experience to exact 





tempering and smithing of 
every one of these saws. 

All of these things could be 
avoided and Atkins could make 
“cheap” saws and you could sell 
them. But when it came to 
using them your customers 
would pay for every cent of cost 
that was cut out. 

Don’t sell “cheap” material 
and unsatisfactory performance 
to meet a price. Your best way 
to build business is to take the 
time to sell real quality that 
gives value in service. 

Remember this—put it down 
in your note book—use it every 
time you sel]— 

Price is only what you pay. 
Value is what you get out of 
what you buy. 


4 


hs 





ABOUT LOVE AT FIRST SIGHT 


OOKS beyond number have been written about it. But to bring happi- 
ness it must be backed up by years of living together. 
And the same thing applies to buying and selling. 
Sam Sayles has a very clever selling story about Love at First Sight. Don’t 
miss it next week, No. 20 in this series. Do you want them all, ok, write 


your address below. 











No. 15 
Featherweight 
Plastering Trowel 





Tix newest in Plastering 
Trowels is the Atkins 
FEATHER WEIGHT 
TROWEL, No. 15. It has an 
extra high grade aluminum 
mounting that makes the 
trowel extremely light, yet 
has the same or. greater 
strength than the heavier 
trowels of older patterns. 

A SILVER STEEL blade 
that holds a true edge, wears 
well, is finely tempered, well 
balanced and beautifully pol- 
ished. 

The mounting is securely 
fastened to the blade with ten 
rivets. 

Has curved handle or nat- 
ural hump that fits the work- 
ing position of the hand, 
—n sanded natural fin- 
ish. 

No. 16 is the same, except 
has a straighter handle. 

Made in sizes 1014 x 444 
inches; 11 -x 434 inches, 1114 
x 434 inches and 12 x 4 inches. 
Thickness 23 x 25 gauge. 

THERE IS NOTHING 
FINER MADE 

Plasterers everywhere are 
demanding lighter trowels. 
Show them Atkins Feather- 
weight Trowels of SILVER 
STEEL. 

There is a best in every- 
thing and in Trowels—it’s 
ATKINS. 

Full details of At- 
kins line of Plaster- 
ing Trowels will be 
sent you on request. 
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Cautious Dollars 
‘Des is an age of results. Motives, circum- 


stances and conditions count very little in 

the final analysis. The business man who 
trusts to luck and waits for things to happen 
hasn’t a chance with the fellow who makes things 
happen. 


But what has all this to do with the hardware 
business? Plenty. For every dollar spent this 
year in hardware stores the customer is going to 
demand the utmost that his dollar will buy else- 
where. He is going to hold you, your merchan- 
dise and your methods up to the light. He is 
going to mentally compare your store with those 
of the chains, and with the pages of his favorite 
catalog. He is going to be as critical as you 
are when a salesman drops in with a new line. 


It seems that the retail hardware merchant 
who stays in the running is billed for a season 
of hard work; head work as well as hand work; 
that he must buy right, sell right, keep his ex- 
penses at a minimum and prove his right to 
patronage by having what his customers want, 
when they want it, and at the price they are 
willing to pay. 


There is plenty of money in the country— 
enough to buy the necessities and many of the 
luxuries of life. It is the same old cash, but 
it has grown mighty cautious during the past 
eighteen months. It wants to be persuaded. It 
wants to see service and hear values. Your 
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mission this year is to go out after the dollar; 
to earn it and get it. 


The Alibi in the Offing 
f: will soon be time for the old business 


alibi—“‘Summer Dullness.” And yet—we 

have never heard a logical reason as to why 
summer should be held responsible for any 
slackness in retail trade. 


“Summer dullness” is an age-old excuse. 
The “quiet period” is shelf worn from use in 
“passing the buck.” As far back as we can re- 
member, summer has taken the blame for “‘busi- 
ness laziness.” With the advent of June the 
average merchant sighs and begins to slacken 
his efforts. He resigns himself to the tradition 
that summer is naturally dull; that it always 
has been and always will be. 


His salesmen take him at his word and fol- 
low his example. In many cases windows are 
allowed to loaf on the job; advertising is put 
in cold storage; collections are permitted to 
drag; stocks take care of themselves. Every 
one from the boss to the delivery boy stands 
around and cusses the weather. The whole 
force in unison declares “There is no business 
in summer.” 


And yet—mail order houses almost invari- 
ably register sales increases during the summer 
months. Can it be that fate is playing favorites; 
that summer dullness is only for independent 
stores? No. That’s just another alibi. 


our 8 Sele 














A Successful Retailer Says... 


Below is an interesting letter received recently from George 
Hardware Company of Grinnell, Iowa, . . . one of the largest 
and most successful retailers—certainly one of the most alert-— 
in the state of Iowa. 





Hibbard Spencer Bartlett & Co. 
Chicago 


Gentlemen: 


Being a store doctor must be fine ... but I suppose you 
like to know whether your patients improve or not. 


As you know, we felt when we visited you in January that 
we were Slipping slightly. You will remember we had a nice 
long talk. We felt you would be interested in knowing how the 
plan that you prescribed for us at that time is working out. 


We have been working along the lines that you suggested 
---advertising LOWER PRICES ... NOT CUT PRICES. We have been 
TALKING ABOUT lower prices ... about SAVING MONEY for OUR 
CUSTOMERS. We have marked down some goods .e. quantities of 
others have been bought and sold cheaper ... without disturb- 
ing our margin. 


Every week-end we have SPECIAL OFFERINGS ... not sales, 
but "Specials" ... sometimes they were goods just priced to 
sell lower ... we are TEMPTING our customers to buy. 


WE HAVE STIMULATED BUSINESS CONSIDERABLY and have been 
able to get. more women INTO THE STORE. We have had a lot of 
good business despite some very poor prices on farm products 
here. Our volume is a little off from last year, but we will 
probably be able to pick it up later on. 


Your merchandise has been our mainstay eee your new 


window merchandise ... your specials ... and your advertising 
matter have helped us a lot in CONVINCING OUR CUSTOMERS that 


"our prices are lower". 

Well, that's all for now. WE FEEL BETTER ... OUR CUS- 
TOMERS ARE FLOCKING IN ... and we are all very busy keeping 
them coming in. We look forward to more "Hot Stuff" from you. 


Yours truly, 
GEORGE HARDWARE COMPANY, 
Russell George, Pres. 











This letter describes the process by which many of We welcome the opportunity and the privilege 
our most successful customers are stimulating busi- of cooperating with and assisting our customers in 
ness this year. Are YOU working along this line? meeting and licking the 1931 selling problem. 


HIBBARD, SPENCER. RARTLETT & (0. 


211 EAST =| WATER ST. 
SHntiI SAS CO 


Co-operate with the Wholesaler Who Co-operates with You 
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The 
Old Veteran 


Gives Bob Butler the bene- 
fit of his years of experi- 
ence in a series of stories 
by Murray C. French, 


Business Analyst. 











“Your 
Batting 


Average” 


is what the old veteran talks 
about in the first article. It’s 
about store departmentization. 







Beginning NEXT WEEK in 
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VIC 
VAN ALLER 


They Did 





HERMAN 
DE VRIES 


$2.000 Business 
in One Day | 


ERMAN DeVRIES, one 
H of the partners of De- 
Vries & Van Aller, Sioux 
Center, Ia., about 40 miles north 
of Sioux City, was a crack auc- 
tioneer long before he became a 


hardware retailer. Also he is a 
crack salesman. He auctions 


farm sales all over a half dozen ~ 


counties in that section of north- 
western Iowa. He makes trips 
to Sioux City to auction off cat- 


42 


tle in the stock yards there. He 
cries scores of auction sales of 
thoroughbred hogs and cattle all 
over northwestern Iowa. He is 
well and favorably known to 
thousands in that section. 

Two years ago he and Vic Van 
Aller opened their hardware 
store in this little town of Sioux 
Center. When the store was a 
year old the boys pulled off a 
little first anniversary affair, and 





Here’s a hardware 
store, just two years 
old, that did a busi- 
ness of $2,500 in a 
day -— not in a big 
eity, but in a village 
of less than 500 pop- 
ulation---Sioux Cen- 
ter, Iowa. 


500 gallons of paint, 
13 electrie and gas- 
oline washing ma- 
ehines were sold in 
one afternoon. 
There is a real idea 
in this article for 
you. 


had a pretty good run of busi- 
ness. Well, that was that. 

But last February the store 
was two years old. The boys 
wanted to do something to mark 
the second anniversary, so Her- 
man DeVries decided to put on 
an auction sale in the store. 


Getting the Crowd 


But how to get the crowd? 
Again they went into a huddle 
and thought the thing over. They 
learned that the Farmers’ Co- 
operative Creamery Association 
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was to hold its annual stockhold- 
ers meeting at Sioux Center on 
Feb. 7. They knew there would 
be about 700 farmers in that day 
for the stockholders’ meeting. 
They knew that every one of 
these farmers would get a divi- 
dend check that day. They knew 
these checks would run from $15 
to $50 apiece. That would be a 
lot of cash money in the hands 
of 700 farmers all in a bunch, 
and someone ought to plan to get 
some of it. So Auctioneer De- 
Vries planned. 

Right then and there he de- 
cided that Feb. 7 would be se- 
lected as the date for the celebra- 
tion of the second anniversary 
of the DeVries & Van Aller 
Hardware Co. They would cele- 
brate with an auction sale. 

Now, about advertising this 
coming event. Big blue hand- 
bills were printed, about the size 
of the ordinary farm auction bill. 
The bill was captioned: 


DeVRIES & VAN ALLER 
HARDWARE COMPANY 
First HARDWARE AUCTION SALE 


CELEBRATING OuR SECOND 
BIRTHDAY 


SATURDAY 
FEBRUARY ri th 


Commencing at 1 o’clock sharp 
at Sioux Center, Iowa. 


Then the handbill went on to 
say that the auction was being 
scheduled in order to make hun- 
dreds of new friends, and extend 
the scope of the business. About 
twenty or thirty leading hard- 
ware items were then mentioned 
as among the items that would be 
auctioned off. Husbands were 
urged to bring their wives to the 
auction. Prizes would be given 
away throughout the day, it was 
announced. 


Reaching the People 


Next came the problem of dis- 
tributing the handbills. The Co- 
operative Creamery Association 
membership extended over a 
considerable territory. They 
must be reached, every one of 
them. The auctioneer solved 
that problem, too. He got in 
touch with the truckers who haul 
cream. He gave each a good 
pocket knife, or flashlight, or 





This is where DeVries 
& Van Aller did $2,500 


business in one day. 


some other items from the store 
as a good will offering to get the 
driver to carry some blue auction 
bills with him on his route. As 
these drivers picked up cream 
cans on their routes, and set 
down empty cans, they put one 
auction bill under the handle of 
each cream can. That got the 
distribution of the auction bills 
just where it was wanted. 

Next the local mailing list was 
brought into play, and everybody 
on the list got a blue handbill. 
Then the local newspaper carried 
the ad, also. ‘Everything was 
now set. 

The big day came. The cream- 
ery meeting was over a little be- 
fore noon. Then the farmers 
flocked into DeVries & Van Al- 
ler’s store for the auction. “We 
had the cash register full of those 
cream checks in a short time,” 
said Vic Van Aller. 

While De Vries conducted the 
auction in the back end of the 
store and in the alley, Van Aller 
tended the counters in the front 
of the store. While DeVries was 
selling nearly $2,500 worth of 
merchandise at auction to the 
enthusiastic crowd, Van Aller 
and a few helpers waited on 289 
separate and distinct customers 
at, the counter; for 289 is the 


(Don’t miss the rest of this 
story. Turn to page 78) 














One Million Dollars Worth 


of Advertising 


By SAUNDERS NORVELL 


HE Prince of Wales recently 
returned from his business trip 
to South America. Upon land- 
ing in England, he immediately flew 
to Manchester, where he delivered an 
address before the Chamber of Com- 
merce in Free Trade Hall. The out- 
standing point of his address was 
that England would have to copy 
American sales and _ advertising 
methods if she wanted a greater 
share in the South American market. 
Thanks, Prince! On behalf of the 
salesmen and advertising men of the 
United States, I express our appre- 
ciation for the million dollars worth 
of advertising you have just given 
us. 

It is all right to extend the “glad 
hand,” but the “glad hand” is much 
gladder if it has something in it. 
Therefore, I herewith suggest and 
recommend to every sales association 
and every advertising club in the 
United States that they promptly 
and forthwith pass resolutions to 
thank the Prince of Wales and make 
him an honorary member of their 
associations, sending these resolu- 
tions, properly engrossed and signed 
by the proper officials, to the Prince 
at his address in London—said ad- 
dress being St. James’s Palace, where 
the Prince keeps bachelor quarters. 


Tell the Prince 


It certainly will be a reflection 
upon the salesmen and advertising 
men of the United States, after hav- 
ing received this compliment from 
the Prince of Wales, if they allow it 
to pass over in silence without any 
acknowledgment. Now, selling and 
advertising boys, get busy! Give the 
Prince such an avalanche of resolu- 
tions from this country that he will 
more than ever believe that the sales- 
men and advertising men of the 
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United States are not “asleep at the 
switch.” Just to start the ball rolling, 
I am today writing to the Advertis- 
ing Club of New York, the largest 
and most powerful advertising club 
in this country, asking them to lead 
off by sending such a set of resolu- 
tions to the heir to the British 
throne. 


In South America 


The Prince stated in his address 
that everywhere he went in South 
America he found American advertis- 
ing and American goods. He said 
that when he woke up in the morning 
and found it necessary to telephone, 
there was an American telephone. 
When he went down to the hotel of- 
fice, there was an American cash reg- 
ister. When he called on business 
men, he was lifted up to their offices 
in American elevators. When he en- 
tered these offices, he found them 
equipped with American office equip- 
ment. Then, when his day’s work was 
done, when after dinner he went to 
the movies, there were the American 
talkies, depicting American life and 
customs, American beauties, Ameri- 
can cowboys, not to omit American 
gunmen, in Spanish or Portuguese, to 
suit the country where the picture 
was showing. 

The nobility of England have never 
been ashamed to be in trade. Some 
of the greatest industrial concerns in 
England are headed by English no- 
blemen. The English royal family 
has always encouraged trade. Eng- 
land is not ashamed of being called 
a nation of traders. The Prince of 
Wales closed his address by saying 
he wished at all times to do all he 
could to help English trade, and said 
he hoped he would always be able 
to “pull his weight.” This is an Eng- 
lish rowing term. Whenever a man 


at an oar in a boat is a slacker he is 
accused of not pulling his weight. 

Prince, we greet you! You speak 
our language! Now if you need a 
few expert sales managers and adver- 
tising men, just write to me and I 
will send you over a busch that will 
certainly put pep into your selling 
and advertising. If you wish a job 
over here, just let us know. 

The Prince in his speech also stated 
that some Englishmen had the idea 
that American advertising was “vul- 
gar.” “But,” added the Prince, 
“whether it is vulgar or not, to use 
the American expression, ‘it puts the 
message across.” In other words, it 
sells the goods, and of course that is 
what advertising is for.” 

Now Prince. Confidentially, just 
between you and me, there are a 
good many points about England, 
Englishmen and English goods that 
could be advertised to advantage. 
There are some very good selling 
points in regard to you and your 
goods that I.make bold to say have 
been overlooked by your salesmen 
and your advertising men. 

The Prince’s speech of course was 
broadcast by the Associated Press to 
the entire world. What he had to 
say to the English merchants is no 
doubt true. It probably will have its 
effect. But at the same time, while 
the Prince may not have intended to 
do it, he has given American sales- 
manship and American advertising 
methods the greatest boost they have 
ever received in the history of this 
country. We admire the Prince first 
of all for his intelligence. Then we 
admire him for his powers of ob- 
servation. And last of all, we admire 
him for his good sportmanship in 
having the courage to tell his fellow 
countrymen some obvious facts 
about business. It must have taken 
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a good deal of courage to stand up 
before that audience and tell them 
that the United States sold and adver- 
tised goods better than they did, and 
to recommend to his listeners, who 
were composed of some of the great- 
est business men in England, that 
they take a page out of the book of 
American salesmanship and Ameri- 
can advertising. 

It is hardly necessary to say any- 
thing more in this connection, except 
that as a result of American inven- 
tive genius, American research and 
the high quality of American work- 
manship, American salesmen and 
American advertising men have 
something worthwhile to talk about 


prove the appearances of 

certain parts of the Frank T. 
Budge Co. hardware store in 
Miami, Fla., these modernistic 
display racks proved quickly 
their worth as sales builders. T. 
A. Hauser, who is display man- 
ager, made them himself to re- 
move the vacant look on the land- 
ing on the stairs and of the wall 
space at the head of the stairs 
leading to the store’s second 
floor housefurnishings depart- 
ment. They looked good there 
so he built the same kind of 
racks to hide the several square 
pillars which measure three feet 
each way. The design is thor- 
oughly modernistic, so is the 
color scheme of black and alumi- 
num, over which is sprinkled 
crystals to give a sparkle or 
shimmer when the electric light 
or sunlight hits them. 

At first the merchandise for 
these racks was selected very 
carefully and limited to such 
pieces of glassware or china that 
might be called “moderne.” 
After a while the racks began to 
display and sell all kinds of oc- 


En primarily to im- 
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and something worthwhile to adver- 
tise. Where are there better tele- 
phones than in America? Where 
will you find better elevators than 
American elevators? Americans de- 
veloped the cash register, and they 
are sold all over the world and count 
cash in every language. Everyone 
will concede that in the convenience 
and beauty of office equipment the 
United States has set the pace for the 
whole world. Then, of course, when 
it comes to the movies, it is not 
necessary to say anything. The 
whole world knows that in this in- 
dustry the United States is far ahead 
of all competition. One reason for 
all these accomplishments is the fact 





Modernistie Display Racks Built in the Store 
Prove Their Selling Worth 


casional odd pieces of bric-a- 
brac, providing a blaze of color 
that toned up the entire depart- 


ment. These racks have also 


been used very successfully to 
clean up dead stock among the 
odd piece assortments that are 
part of every china, gift wares 
and bridge prize stock. Dimen- 
sions are not important as dis- 
play racks of this type may be 








that the United States has not only 
had the inventive genius to plan, the 
skill to execute, but they also have 
had the nerve to back their plans and 
their goods with millions of dollars. 

Prince! We take off our hats to 
you as one of the greatest sportsmen 
in the world. You are not afraid to 
ride any horse. You are not afraid 
of a tumble, and by the same token 
the American business man is not 
afraid to back any enterprise with his 
millions, and in doing this he appre- 
ciates the fact that an occasional 
tumble is part of the game. The 
great idea, however, after every 
tumble, like the Prince is to come up 
smiling. 






S 


built to accommodate available 
space. 

This same modernistic theme 
can be very effectively used for 
smaller racks in window dis- 
plays not only for china but also 
for paints, cutlery, electrical ap- 
pliances, etc. It will provide a 
refreshing change to the conven- 
tional hardware and _ housefur- 
nishings window. 























How Sullivan - Freeman Turn 





by LLEW SOULE 


UNE is a banner month in 
the china, glass and gift- 
ware section of the Sullivan- 

Freeman Hardware Co., Green- 
ville, S. C. In fact, it ranks a 
close second to that month of 
months, December. Its patron- 
age hinges on the June bride and 
the sweet girl graduate, of which 
there is a bumper crop as regu- 
larly as the season rolls around. 

The Sullivan-Freeman Co. has 
an exceptional housefurnishing 
department, of which the china, 
glass and giftwares are a divi- 
sion. One of the first things you 
notice as you enter the store is 
the broad stairway leading to the 
basement salesroom which 
houses that department. As you 
advance, you get an alluring 
glimpse of glittering crystal and 
decorated china—a glimpse that 
rouses curiosity and _ interest. 
Few women can resist the temp- 
tation to follow their vision down 
the stairs to reality. When they 


A few years ago this attrac- 

tive basement sales room was 

a dingy cellar instead of the 

busy store department it is 
now 


get there, few can resist the temp- 
tation to buy something from the 
attractive displays. 

This progressive company 
started its housefurnishings de- 
partment in a very modest way 
ten years ago. In those days the 
department carried only staple 
housefurnishings items, with no 
frills. It grew into the china, 
glass and gift lines to meet a 
local demand. Today it gets a 
large part of the gift business of 
Greenville, and the lion’s share 
of trade in china and glass. The 
present basement salesroom is 
comparatively a new venture. 


Transformed Cellar 


Only a few years ago it was 
transformed from a dingy cellar 
to its present attractive form. 
Today it is one of the busy de- 
partments of a big, busy store. 

In its china department, Free- 





Stock Four Times a Year 


man-Sullivan carry china in com- 
plete patterns, as well as all 
kinds of fancy pottery, glass, etc. 
From the complete patterns 
smaller sets are made up, rang- 
ing from a breakfast set at $4.95 
to a dinner set as high as $300. 
The average runs around $75 for 
a dinner service for 12 persons. 
Meanwhile, as each pattern is 
carried in open stock, those who 
purchase small sets are gilt edge 
prospects for sets of the “twelve- 
service” size. 

The various sets are displayed 
on open top tables, and in the 
wall shelving, each set carrying 
an appropriate neat price card, 
as per example: Breakfast Set, 
32 pieces, $19.35. Each pat- 
tern is allotted about three feet 
of shelving, with the stock under 
the base, protected from dust by 
a sliding curtain. 

One of the-unique features of 
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China and Glass — 


the basement salesroom is a large 
mirror at the end of the room, 
reaching from floor to ceiling, 
giving the impression of an ex- 
tremely long room and a heavy 
stock. As a matter of fact, the 
firm makes it a point to carry 
about 25 attractive patterns of 
china. When sales of any pat- 
tern slow down, it is placed in 
the “close-out” section and dis- 
posed of. The average inventory 
of glass and china runs about 
$10,000, with a regular stock of 
housefurnishings totaling around 


$5,000. 
Use Display Tables 


Glassware is handled largely 
on display tables, although the 
crystal stemware is shown on 


narrow shelves with mirror 


backs. The glass stock is closely 
arranged to create an impression 
of quantity and. range. rather 
than one of price. 

Specials are always to be 
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30 in. high, 48 
in. wide, 14 in. 
deep. Trimmed with special 
goods from china and gift shop. 


found in the china and glass sec- 
tion. Only recently the firm 
sold 30 dozen iced tea sets in a 
single week. These sets were of 
good quality, and the price was 
25 cents for each glass. Accord- 
ing to C. R. Babb, manager, spe- 
cials actually sold the depart- 
ment to the Greenville public. 
However, the firm advertises 
daily and devotes one-third of 
the advertisements to goods in 
the basement salesroom. From 
one to three girls are employed 
in this department. 

In a prominent place in the 
store is a card on which are 
printed the various wedding an- 





niversaries such as: 15 years, 
crystal; 20 years, china; 25 
years, silver, etc. This card acts 
as guide to both salesmen and 
customer. Also on the wall near 
the telephone, price cards cover- 
ing all the staple items of china 
and glass are grouped. This en- 
ables the one answering the 
*phone to quote prices immedi- 
ately and accurately. 


Prospective Brides 


“We cater to the prospective 
bride,” said Mr. Babb. “We 
help her with her shopping and 
endeavor to get her to express 
a preference for topaz or crystal 
glassware; English, French or 
domestic china, etc. If possible, 
we pin the preference down to 
the actual items or patterns. 
Then we tell her friends about 
her preference and reap a har- 
vest of sales. Meanwhile we 
keep a record of items sold to, 
or for the bride, and later fol- 
low through for the sale of com- 
plete sets.” 

“How about breakage?” we 
asked. “Very low,” he replied. 
“Also,” he added, “there is very 
little price cutting to contend 
with in china and glassware, and 
we get a good mark-up.” 

“What would be your advice 
to dealers in handling a depart- 
ment similar to yours?” we 

(Continued on page 80) 
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How 


Pennsylvania 
Hardware 
Store 
Maintains 
Sales 
Volume 


AINTENANCE of profit- 
able volume in the face 
of changing conditions 

has been accomplished by J. B. 
Simon & Brother, West Chester, 
Pa. In recent years automobile 
manufacturers wrote finis to 
much of the automobile acces- 
sory business by offering cars 
completely equipped, but this 
firm saw the trend and met it. 
Beginning with a complete line 
of tools, then paint and later 
sporting goods they stemmed the 
recession of volume and _ profit. 


More recently radio and elec- 
trical refrigeration have pro- 
vided the highest unit of sale so 
necessary in today’s retailing. 
Both lines are displayed, sold 
and serviced in a separate de- 
partment located at the rear of 
the store where special accom- 
modation has been made for it, 
and the firm has proved that this 
special provision is more satis- 
factory than to try selling these 
lines as general hardware mer- 
chandise, because it allows for 


Located here in this department 











sales policies which may ad- 
vantageously differ from those 
applying general hardware lines. 

After a fair trial, Mr. Simon 
considers outside salesmen on 
radio and electrical refrigeration 
are too expensive for the amount 
of increased business they bring 
in. It is his opinion that the 
store will be able to sell 20 to 25 
electrical refrigerators a year 
and a much larger number of 
radio sets without outside sales- 

(Continued on page 81) 





gg Tus hardware firm was not sur- 
a8 prised. When one important line 
of merchandise was removed from 
the picture, they were ready with 


other equally important 
lines, thus keeping a 
profitable volume of 
trade intact. Electrical 
Refrigeration and Radio 
are the lines that main- 
tained volume at a profit. 
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RIDE is a great factor in 
making sales. Every cus- 
tomer whose name on the 
store books is worth any- 
thing at all, has pride. If he has 
no pride he is no longer a trade 
asset. He is merely a red ink 
prospect. Most of us, however, 
forget all about the pride element 
when we try to sell merchandise. 
The main reason why the average 
retail clerk falls down in his sell- 
ing is because he either fails to 
get any pride response from the 
customer or else he gets the kind 
which carries the reverse action. 
People are very touchy on any 
subject that hits their pride and 
often we unconsciously touch a 
sore spot by showing the custom- 
er something that makes him feel 
cheap in his own eyes. He dis- 
likes to be branded as a piker. 
One of the first customers I 
ever tackled in a hardware store 
was a hard-fisted old farmer 
whose overalls carried a network 
of patches and bagged at the 
knees. He wanted to look at a 
hand saw and his general ap- 
pearance indicated that he wanted 
something very cheap. With that 
in mind I pulled out one of the 
cheapest competitive hand saws 
we had in stock, shoved it across 
the counter toward 
him and said: “This 
will probably fill the 
bill and it’s cheap.” 
He picked it up, gave 
it one look = and 


slammed it back on 
the counter. “It isn’t 
worth a_ tinker’s 


damn,” he said. “If 
that’s a sample of 
your line, I’m in the 
wrong place. As 
for being cheap, I 
guess I can pay for it 
as well as the next 








PRIDE 


As a factor 
in 


Making 
Sales 


yours coming on? I saw it Sun- 
day as I drove by and it looked 
like a million dollars.’ The 
grouchiness began to fade away 
from the man’s eyes. Then the 
boss went on, “What are you 
looking for this morning. This 
boy is a new one and don’t know 
all the ropes yet, but I’d_ be 
mighty glad to help you find what 
you want.” “Well, I did want a 
hand saw,” said Bill, grudgingly, 
“but either you ain’t got what I 





Fourteenth of the 
series of short ar- 
ticles fer the man 
on the sales floor. 
Next Week: What 
the Salesman Must 
Know Concerning 
Price. 





one.” With that he 
stalked away from the 
counter, mad all the 
way through and get- 
ting madder every 
minute. 

Just then the boss 





spotted him. “Hello, 
Bill,” he said, “how’s 
that prize orchard of 
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want or the kid thinks I can’t pay 
for it.” The boss smiled good nat- 
uredly. “We’ve got as good a line 
of saws as any in the country and 
as for the paying, you’re good for 
anything we’ve got in the store. 
Come over here and let me show 
you a good saw.” With that he 
took down a high grade saw—not 
the highest priced in the store— 
but one well up toward the top. 
He wiped the blade with a piece 
of plush and put it carefully in 
the farmer’s hands. “There is a 
real tool,” he said, “look at the 
blade, the best steel obtainable. 
It won’t crimp or buckle and the 
teeth will hold an edge. Look at 
the handle, not a flaw in it and 
it’s put on the blade to stay. Try 
the hang. It’s perfect. That saw 
will cut fast and true without 
blistering your hand or spoiling 
your temper. Look at that finish. 
It’s a saw you can be proud of in 
looks as well as action.” Mean- 
while the farmer was going over 
the fine points of the saw with an 
eagle eye. “It looks like the real 
thing,” he agreed, and if you say 
it is I am satisfied.” “Wrap it up 
and take your pay out of this,” 
and he handed over a crisp new 
ten dollar bill. He never even 
asked the price. He bought on 
service and pride. Do 
you get the point? A 
man is never flattered 
by showing him cheap 
merchandise. He _ is 
flattered unconscious- 
ly when he is shown 
something good even 
though the price may 
seem high. He may 
intend to buy the 
cheapest article you 
have, but after seeing 
a better one he either 
buys it or drops down 
the scale one or two 
points to a price he 
can pay. Invariably 
he buys a better arti- 
cle than he had in- 
tended to. 
Remember this, 
when a man buys a 
worthwhile article he 
(Continued on page 80) 
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HARDWARE 
ADVERTISING 
SERVICE 
FOR THE 


Keep Summer Business in| 
By Keeping Your Name 


AGE 


WEEK 








Don’t Let the Weather 
Get the Best of You! 


Surely it’s hot! But why suffer when you may 
have the cooling breezes of the ocean right 
where and when you want them. Don’t be 
without an Electric Fan this summer. 








‘o. Gl 


Fine Quality 
Electric Fans, $0.00 


Excellent quality universal motor that will 
give years of service. Three speeds. Oscil- 
lating so that you may have a breeze yet 
not sit directly in it. 


STORE NAME 

















Buy the Best of 
Golf Clubs 


The best is none too good for 
the man or woman who wants 
to master the game. Note 
the prices mentioned below. 











(List a few 
items here) 
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Forgotten 
a Gift 


for 


MEN! Hurry to This Event! 
SALE of Fine Tools 


Just the event you have been waiting for. The best quality 
tools will be sold at prices away below regular. Don’t miss this 


sale. Only three of the many items mentioned here. Someone 


9 





June—the month of Wed- 
dings, Graduations and An- 
niversaries. The month of 
gifts—practical gifts. 


For the man who just hates 
the thought of selecting a 
gift, we have many to help 
this problem. Just drop in 
and let us make suggestions. 




















A wrench will 


Every home 
should possess a 
good strong vise. 
This one has 
been reduced to 
$0.00. 


come in handy 
when there is a 
plumbing job to 
do. This excellent 
wrench for $0.00. 


A plane of this 
type can be put 
to so many uses. 
All fine steel and 
a very keen edge. 
Special $0.00. 


You will find our stocks and 
services of the best—and, of 
course, prices are most rea- 
sonable. 
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STORE NAME AND ADDRESS 
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| ‘Your Town—Your Store WEEK 
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| Be Sure and 
Buy Dad a 
Practical 


Gift 


Full Supplies of 
Tennis Goods 


For the “champ” or coming 
“champ”—we have full as- 
sortments of the better Ten- 
nis Supplies. Prices are most 





No. G15 


moderate. 
The kind he would purchase for himself. Why not 
drop in and let us help select something for Dad. 
List a f 
ete ane List a few practical 


gifts in this space 


STORE NAME STORE NAME AND ADDRESS 
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Suceessful Trims 


the larger unit of saletype Hardware Co., Oak Park, Ill., St., Washington, D. C. 
were the feature of the while the attractive grouping of T. J. Cane & Co., Ltd., Hobart, 
window shown immediately be- housewares at the bottom of the Tasmania, sends the window of 


he larger appliances of low, and arranged by the Walker __ page is from F. Carr, 2216 4th 
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clocks and_ watches. 
This is a fine mass dis- 
play and indicates the 
popularity of American 
merchandise on the 
other side of the world. 
The aluminum dis- 
play is the work of Roy 
Jordan, window trim- 
mer for Railey-Milam 
Hardware Co., Miami, 
Fla. These windows 
have all been successful 
sellers of merchandise 
and are recommended 
for the use of others. 
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These Window Trims Will Pu 


hardware field are follow- _ are thought out by our artist are 
ing and installing the win- © sure to stop people in front of 
dows presented in HARDWARE your store, and if, when they 


Shen of retail stores inthe | dise uppermost, the IDEAS that 


Number Nine of 


° 
Hardware Age’s AcE. In some stores it is a stand- step insjde, they find the same 
Se ries of origi- ing order for the window trim to lines featured in interior dis- 
nally designed follow as nearly 
















windows for the possible the sug- 
retail hardware gested displays 


here presented. 
store... Every This: plan, qe. 


week twe of ing two new and 
these sales pro- snappy windows 
ducing window each week, won’t 
trims all ready permit your win- 


dows to go stale. 
for you to follow. Besides. keoging 


seasonal presenta- 
tion of merchan- 
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Mooney in Your Cash Register 


make the people stop and look. 
Two things to remember! 
Keep the plate glass spotless by 


plays—well, you gan jaiake sales 
with just about the minimum of 


effort and cost. 

And, too, you will 
find these posters in 
the background easy to 
make, especially when 
you follow the chart 
printed with this ar- 
ticle. Simply draw the 
squares in correspond- 
ing number on your 
large sheet of card or 
compo board and pro- 
ceed to map out your 
design. Presto! Before 
you know it, you have 
a perfect reproduction 
in giant size. Of 


course, color will put a lot of 
smash into these posters and add 
considerably to their power to 





putting 8 to 10 table- 
spoons of vinegar into 
the water bucket be- 
fore washing them. 
And use plenty of 
light. Do these things 
and your windows will 
compare with the best 
of them. These dis- 
plays are made to help 
you sell more mer- 
chandise, so send 
along your sugges- 
tions for future dis- 
plays. Two more next 
week. 
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Strong Program Was Offered at Southeastern 





B. L. NOOJIN, 
Retiring Pres., 
Southeastern 


W. C. McGEE, - 
President, 
Tennessee Assn. 


HOSE attending the sixteenth an- 
| nual Convention and Exhibit of 
the Southeastern Retail Hardware 
and Implement Association, which met 
in the city auditorium, Atlanta, Ga., 
May 12, 13 and 14, were impressed by 
the strong program which was offered 
on the occasion. The first business 
session was called to order Tuesday 
afternoon by President B. L. Noojin, 
of Gadsden, Ala., in Taft Hall, where 
all business sessions were held. After 
officiating at the opening ceremonies, 
during which the presidents of the 
state associations, affiliated with the 
Southeastern, were introduced, Presi- 
dent Noojin delivered his annual ad- 
dress. In referring to present busi- 
ness conditions, he said that the en- 
tire world is now going through a 
business and economic adjustment, and 
expressed the belief that the best way 
for hardware merchants to cope with 
the situation is to adjust themselves 
and their stores so that they are in 
harmony with the times. From that 
moment until the last hour of the meet- 
ing, when President-elect William C. 
Waddell, Greenville, Tenn., was in- 
stalled as seventeenth president of the 
organization, the sustained interest and 
high attendance at all sessions was evi- 
dence of their being in full accord with 
President Noojin, who had advocated 
that dealers council with one another 
in arriving at a solution. 
The records of official registration 
revealed that 276 dealers were pres- 
ent for the meeting, which was better 
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Convention 


W. C. WADDELL, 
New President, 
’ Southeastern 


than was anticipated and within a few 
of last year’s attendance. In addition, 
108 sales managers, traveling represen- 
tatives and executives of wholesale and 
manufacturing firms were also present. 
Seventy-four associate members and 45 
ladies brought the total attendance 
figure to slightly over the 500 mark. 
Total membership of the association 
is approximately 1250. 

Upon concluding his annual message 
at the opening session, President Noo- 
jin explained “The Merchandising Job” 
as being the convention theme, and an- 
nounced that the next three speakers 
would present the retailers, jobbers and 
manufacturers’ views on the subject. 


The Job of Retailing 


“The Job of Retailing” was forceful- 
ly discussed by M. Richardson, of the 
M. Richardson Hardware Co., Lawr- 
enceburg, Tenn., who was introduced 
as “hardware merchant who owns and 
lives on a farm, is chairman of his local 
bank board, a former mayor of his 
town and prominent in community 
and civic affairs in his section of the 
State. Mr. Richardson described what 
the merchant must do to deserve and 
to secure the patronage of consumers. 
In speaking about advertising, he re- 
lated an interesting chat which he had 
had with the late John Wanamaker, 
during which Mr. Richardson had 
asked Mr. Wanamaker’s opinion as to 
the most effective means of advertising. 
The reply: “Get your business talked 








J. M. THOMPSON, 
President, 
Alabama Assn. 


ROY E. BREEN, 
President, 
Georgia Assn. 


about—favorably if possible, but get 
it talked about.” In bringing his ad- 
dress to a close Mr. Richardson paid a 
tribute to all small-town independent 
merchants, who have contributed so 
much in so many different ways to their 
communities, and declared “the home- 
owned store must not pass out of our 
free country.” 

The next keynote speaker was Joseph 
A. Chilton, sales manager, C. M. Mc- 
Clung & Co., Knoxville, Tenn., who had 
“The Jobbers Part” as his subject. 
Mr. Chilton gave an interesting and 
comprehensive outline of the jobber’s 
duties and his ethical, business and 
financial relations with dealer patrons. 
In his opening remarks he expressed 
the belief that inventory is more im- 
portant than price. He explained that 
this contention was based upon the 
fact that the salability of goods is more 
important than an extra 5 per cent in 
cost. He also emphasized through sev- 
eral examples why the jobber is es- 
sential and helpful in the economical 
distribution of hardware and _ allied 
lines. In concluding his address, Mr. 
Chilton advocated that dealers buy in 
moderate quantities, facilitating quick 
turnover; the concentration of pur- 
chases with a few jobbers and a policy 
carrying complete assortments of the 
brands of articles the public wants.. He 
declared that the merchant who is out 
of goods is out of business. 

“Following Through” was the sub- 
ject of the address presenting the man- 
ufacturer’s part in the merchandising 
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triangle, by H. A. Squibbs, Assistant 
General Manager of Sales, American 
Steel & Wire Co., Chicago, Ill. Open- 
ing his address with the question, 
“What About the Next Seventeen 
Months?” Mr. Squibbs pointed out that 
“a year and five months of this de- 
pression are behind us. In this period 
there has been a general readjustment 
of the ‘old order of things.’ ‘Fair 
weather merchandise and _ business 
methods are falling by the wayside. 





LESTER McCLUNG, 
President, 
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American business has undertaken a 
program of ‘house cleaning’ that is 
without precedent in commercial his- 
tory. While it is true that the 
process of readjustment is not com- 
plete, it is also a fact that many busi- 
nesses and many merchants are on 
stronger ground today than ever be- 
fore. As a result a ray of sunshine now 
pierces the shadow of gloom that cast 
itself across the business horizon seven- 
teen months ago.” Urging the dealers 
to prepare for the future, Mr. Squibbs 
declared: “The need now is for fur- 
ther improvement in sales, manage- 
ment and service. Greater value will 
hasten the return of prosperity.” He 
then enumerated fifteen things that 
dealers could do to place themselves 
in a better position to hold old trade 
and compete for the new, and in bring- 
ing his talk to a close he said: “Follow 
through with every one on the strokes 
which your business requires, as only 
in this way are you driving your cause 
for the business you are entitled to 
down the long fairway of future suc- 
cess.” 


Harlan Reelected 


Before the Tuesday afternoon ses- 
sion was adjourned, Walter Harlan of 
Atlanta, who was later reelected for 
his seventeenth term as secretary treas- 
urer of the Southeastern and of the 
four affiliated State associations, intro- 
duced a large group of Atlanta hard- 
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ware dealers, and commented upon the 
good work their club was doing and of 
their aid in making arrangements for 
the convention. Following this, the past 
presidents of the Southeastern associ- 
ation were introduced as were fifteen 
former presidents of affiliated State as- 
sociations. Following committee an- 
nouncements, the session was ad- 
journed to the exhibit hall. 

Tuesday evening the delegates and 
their wives were theater guests of the 
following Atlanta hardware jobbers: 
Beck & Gregg Hardware Co., Dinkins- 
Davidson Hardware Co., Sharp-Zach- 
ery-Horsey Hardware Co., and _ the 
Simmons Hardware Co. 


Wednesday A. M. Session 


Peyton L. Yon, of Tallahassee, presi- 
dent of the Florida Retail Hardware 
and Implement Association, presided 
at the Wednesday morning business 
session, while L. S. Hunter, of Alexan- 
der City, president of the Alabama or- 
ganization, was in chage of the Ques- 
tion Box discussions which brought the 
session to a close. In his address on 
the subject “Facing Facts of Compe- 
tition,’ R. P. London, London Hard- 
ware Co., Johnson City, Tenn., the 
speaker, presented an array of facts 
on the topic which were referred to in 
praiseworthy terms by almost every 
succeeding speaker. Mr. London ad- 
vocated that dealers base their efforts 
upon conclusive facts obtained by care- 
fully diagnosing their businesses and 
to thereby eliminate guesswork in op- 
erating their establishments. Varying 
forms of competition were also touched 
upon, with the factor of Change being 
stressed as of utmost importance. At 
several junctures during Mr. Chilton’s 
address extracts from recent Harp- 
WARE AGE editorials were quoted by 
the speaker. 

Rivers Peterson, editor, Hardware 
Retailer, was asked to introduce the 
next speaker, E. B. Gallaher, general 
manager of the Clover Mfg. Co., Nor- 
walk, Conn., and editor of Clover Busi- 
ness Service. Mr. Peterson paid a warm 
tribute to Mr. Gallaher as a speaker, 
who had gone everywhere by invita- 
tion and without remuneration, to 
speak on vital business problems, “and, 
too, there is no one outside of the As- 
sociation who has done more to spread 
the gospel of your organization than 
he.” Speaking on “Management Points 
the Way,” Mr. Gallaher pointed out 
that business conditions for each of 
the past 150 years had been carefully 
charted, which revealed the fact that 
it divides itself into major cycles of 
fifty years, each a dead ringer for the 
preceding one, hence it is reasonable 
to suppose that we are now in the midst 
of another one of these major cycles. 
Mr. Gallaher’s analysis of current busi- 


ness trends, which was then explained, 
appeared on pages 40 and 41 in the 
May 7 issue of Harpware Ace. In 
conclusion, he urged dealers and 
wholesalers to make a close study of 
the information available to them 
through their trade organization. 
President Noojin next spoke on 
“Public Utilities in the Merchandising 
Field,” presenting an array of facts 
and figures to show that utilities are 
selling appliances on such unfair terms 
under government grants of protection 





WALTER HARLAN, 


Secy., Southern Assn. 
and four affiliated 
State Assns. 


and monopoly with which the retail 
dealer could not hope to successfully 
compete. Various angles of the sub- 
ject were discussed from the floor as 
President Noojin progressed with his 
discussion, resulting in the subsequent 
drawing up and adoption of a resolu- 
tion which calls the attention of state 
and national legislative bodies to the 
unfairness of the situation. The reso- 
lution in part is worded as follows: 
“The National Retail Hardware Asso- 
ciation to repudiate or disclaim any 
official connection with or sanction of, 
the so-called ‘trap agreement’ signed 
several years ago by secretaries or rep- 
resentatives of various trade organiza- 
tions, which we understand is being 
used in these fights by the public util- 
ities companies attorneys, and which 
reads in substance as follows: ‘Power 
companies form the only continuous 
means of promoting the sale of elec- 
trical appliances,’ and ‘The best inter- 
ests of manufacturer, dealers and con- 
sumer require the continuance of the 
merchandising activities of the Power 
companies,’ and what is calculated by 
them to show that this and other or- 
ganizations of trade associations offi- 
cially approve the merchandising ac- 
tivities of the utilities.” 

In the question box forum which 
was the concluding feature at the 
Wednesday morning session, many 

(Continued on page 86) 


























Electrical Refrigeration 
Adds Volume for Florida Firm 


LECTRICAL refrigeration 
kK has provided the Watts 
Hardware & Furniture 
Co., De Land, Fla., with a sub- 
stantial additional sales volume, 
sufficient to offset the general de- 
cline of all departments incident 
to business conditions. It has 
also enabled this store to build 
up its average unit of sales at a 
profit. The three most popular 
models retail at $272.50, $209 
and $298 each. Any one of these 
figures makes the sales record 
perk up and occasionally a $454 
or higher priced sale is made for 
some special purpose. 

The first year of the refrigera- 
tion department ended last Feb- 
ruary with a sales volume of 
$10,000. For the next twelve 
months a quota of $15,000 was 
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set and early in April the half- 
way mark was passed. 


Two-Thirds of Sales 
Made in Store 


W. J. Page, president of the 
firm, is the prime mover in sell- 
ing electric refrigeration. He 
tells us that two-thirds of the 
sales are made right in the store 
and come as a direct result of the 
permanent display of three boxes 
in the front of the store. Two 
others are displayed elsewhere, 
but the main display attracts 
most inquiries. To encourage a 
complete demonstration and ex- 
planation whenever a_ prospect 
shows interest, Mr. Page has a 
wicker settee and rockers direct- 
ly in front of the display. As is 
usually the case a prospect com- 


fortably seated is more receptive 
to a sales appeal, particularly 
when the appeal is premised 
largely on labor saving. 

As in the case of all good 
hardware stores, this firm has the 
advantage of having constant 
customer traffic for its various 
departments. This gives Mr. 
Page plenty of prospects to work 
on. When practical, the custom- 
er completing a purchase in some 
other department is invited to 
look over the new electric re- 
frigerators—sometimes the in- 
vitation includes a sales thought 
on a specific improvement in the 
equipment. ; 

All service is handled by a 
young man factory trained. He 
makes his own arrangements for 
service fees and is practically in 
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business for himself. The store 
handles his phone calls and ac- 
counting, and pays him 15 per 
cent on all completed sales, but 
nothing on prospects he fails to 
close. The service end of the 
business has not been large as 
service is not a serious problem 


today with the new refrigerators. 
All buyers receive free service 
for a limited time. This the ser- 
vice man contributed in return 
for the office help given him. 
De Land is a town of 6000 popu- 
lation and of course the service 
man gets some business on equip- 





ment sold elsewhere. As he is 
the one responsible for the one- 
third not sold in the store he has 
a good proposition for himself 
and Mr. Page has the combined 
benefits of both an outside sales- 
man and a service man with an 
almost negligible overhead. 


What Housewives Are Reading 
About Cooking Utensils 


URING recent years, cook- 

ing methods have changed 

considerably and _hard- 
ware merchants who are making 
a strong bid for the kitchen 
equipment patronage of house- 
wives, are keeping abreast of the 
times. Some changes have been 
brought about by improved 
means for preparing many foods, 
which do the job quicker, more 
economically, or with less 
trouble. Other changes have 
been wrought by the trend to- 
ward less spacious kitchens. At 
the same time, the vogue for 
colorful kitchen wares, as well 
as the introduction of new 
metals, have been responsible 
for still other changes. Kitchen 
utensils have kept pace with the 
newer cooking methods and are 
making an alluring appeal, 
which is meeting with a hearty 
response from the housewives of 
the nation. 

Table cookery, madé possible 
by electric appliances, has a 
large following. Meals, wholly 
prepared in heat retaining ovens, 
are proving a boon in many 
homes. On the other hand, 
“waterless” cooking is constant- 
ly growing more popular. In 
the January Good Housekeeping 
magazine, Katharine A. Fisher, 
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director, Good Housekeeping 
Institute, has emphasized the 
changes in cooking methods in 
an article entitled “Selecting 
Utensils.” Believing that much 
information contained in this ar- 
ticle would prove informative 
and helpful to hardware mer- 
chants the following extracts 
bearing upon cookers of various 
types are quoted by permission: 


Different Types of Cookers 


“There are several different 
types of ‘cookers’ now on the 
market, and we have many ques- 
tions as to the best type to select. 
The so-called ‘waterless’ or 
‘health’ cooker consists of a large 
container with a tight fitting 
cover and a rack for two or more 
inset pans. It may therefore be 
used for cooking two or three 
dishes at one time over one burn- 
er. The main container is often 
used for cooking meat with or 
without vegetable around it, 
while two vegetables, or one and 
a desert, may be cooked in the 
inset pans. Delicious pot roasts, 
braised meat and fowl, and stews 
may be cooked in the lower con- 
tainer, much as they would be 
cooked in a Dutch oven. 

“Another type, the steam pres- 
sure cooker, cooks food under 


pressure at a higher temperature 
than the usual boiling point of 
212 deg. Fahr. It therefore 
cooks quickly and is particularly 
useful for cutting down long 
cooking periods and for canning. 
It is valuable as a time and fuel 
saver and has wide use in top- 
stove cooking. 

“Steam cookers, a third type, 
are usually simple steamers 
where the food is cooked by 
steam, while there are steam 
cookers fitted with several com- 
partments, one above the other, 
in each of which a dish may be 
steamed, all over one burner. 
These steam cookers are similar 
to the ‘waterless’ cookers in their 
operation and use. 


For Top-Stove Cooking 


“For top-stove cooking these 
three types of cookers are use- 
ful, as they are all adapted to 
healthful and flavorsome methods 
of cooking. They do not take 
the place of the range oven, how- 
ever, for baking or roasting. 

“A fourth type is the electric 
fireless cooker. It is insulated, 
with small escape of heat through 
radiation. In some of these cook- 
ers the heat is shut off automat- 
ically when the food reaches a 
certain temperature, and cook- 
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ing continues on stored heat. In 
others a switch regulates the cur- 
rent at ‘high,’ ‘medium,’ or ‘low.’ 
These cookers are convenient for 
taking on picnics and also for 
cooking all or part of a meal 
when you wish to be away from 
the house for part of the day. 
On your return you will find the 
meal cooked and ready to serve.” 

In connection with the article 
a list of necessary items of kit- 
chen equipment was published 
and is reproduced herewith. As 
a guide for the merchant in sug- 
gesting complete kitchen equip- 


ment to newly-weds, and also to 
housewives who are seeking more 
adequate and convenient equip- 
ment, this list can be used as a 
reference to good advantage. 
One hardware merchant in 
Texas has already written the 
Institute for permission to send 





would be interested in distribut- 
ing the list in this way are in- 
vited to communicate with the 


Institute. Accompanied by a 
well-worded and carefully pre- 
pared letter suggesting that the 
housewife make a “kitchen in- 
ventory,” checking the list to as- 





certain if they have a complete 
outfit of kitchen equipment, it 
would seem that considerable 
business would result. The fact 
that a completely equipped kit- 
chen makes tasks lighter and 
cooking a pleasure can be 
stressed to good advantage. 


6000 copies of the list to his 
customers. Other dealers who 


The list appearing below, 
which was prepared by the 
Good Housekeeping Institute, 
embraces the essential articles 
needed by every housewife to 
fully equip the home kitchen. 





filter, etc.) 
tea, coffee, ete.) 


qt. capacity. 
6 custard cups or small casseroles 
1 grater 
1 dough blender 
1 fruit juice extractor 


1 aluminum) 
1 set cooky cutters 


1 Dutch oven 
1 square cake pan, 10” x 10” 

1 oblong loak-cake pan, 10” x 5” 
2 layer-cake pans, 9” 

1 cooky sheet, 12” x 12” 

1 griddle, 10” 


NEAR OR AT RANGE 


1 potato masher 

2 frying pans, 4” and 8” or 10” 
1 double-boiler, 142 qts. 

1 basting spoon 


qt. 
1 tea kettle 


Household scales 
1 quart measure 
1 or more molds 
1 tube cake pan 
1 doughnut cutter 
1 ice-cream freezer 
1 wooden mallet 
1 vegetable bin 





1 coffee-making device (percolator, 
1 set storage jars (spices, cereals, 


5 mixing bowls, nested, % pt. to 2 


2 standard measuring cups (1 glass, 


1 set refrigerator dishes, including one large covered vegetable container 


1 salt and pepper and flour shaker 


3 lipped saucepans, 1 pt. 1% pts., 


Although these items are listed as “optional,” some of them may play a major part in many kitchens. 


AT KITCHEN CABINET OR WORK TABLE 


1 set muffin pans, 6 or 8 in a set 

1 flour sifter (if not part of cabinet) 

2 or 3 casseroles or baking dishes, 
1 qt., 2 qts. 

1 egg beater 

1 pair scissérs 

1 knife sharpener 

1 set of kitchen cutlery 

1 bread box (if not part of cabinet) 

1 cake box (if not part of cabinet) 

1 ice pick 

1 step stool 

2 sets measuring spoons 


2 teaspoons for tasting 

2 wooden spoons, 10” and 14” 

1 corkscrew and bottle opener 

2 wire strainers, 3” and 6” 

1 can opener 

1 chopping bowl and knife 

1 cake turner (if no broad spatula 
in cutlery set) 

1 breadboard 

utility tray 

colander 

rolling pin 

potato ricer 


a 


STORAGE CABINET he 

1 beater (whip) 

1 toaster 

2 pie plates, 10” 

1 roasting pan, 15” x 10” 

1 saucepan, straight or convex (cov- 
ered) 6-10 qts. 


wire cake coolers 

food chopper 

steamer or “waterless” cooker 
roll waxed paper 

2 or 3 saucepans (covered) 2-4 qts. 
1 funnel 


Sed dS) 


‘ 


AT SINK 


1 waste basket 

1 towel rack 

1 dishpan, about 12 qt. capacity 

1 vegetable brush 

1 garbage can 

1 dish dryer (if no electric dish- 
washer) 


KITCHEN LINENS 


6 dishcloths (if no dishwasher) 
12 dish towels 

12 glass towels 

6 pot holders 


1 case paper towels (for hands) 


OPTIONAL EQUIPMENT 


1 heavy ice bag 

1 waffle iron 

1 timbale iron 

1 egg poacher 

1 lot paper baking cups 

1 electric mixing and beating ma- 
chine 

1 apple corer 


1 4 frying kettle with basket to 


t 
1 fat thermometer (for deep frying) 
1 candy thermometer 
2 butter-ball paddles 
1 bean pot 
1 steam pressute cooker 
1 roll parchment paper 
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SYRACUSE WASHING 
MACHINE CO. APPOINTS 
MRS. LUTES, MISS WRIGHT 


Mrs. Della T. Lutes, former 
housekeeping editor, Modern 
Priscilla, and director of the 
Priscilla proving plant, has 
joined the Syracuse Washing 
Machine Corp., Syracuse, N. Y., 
manufacturers of Easy Washers 
and Ironers, as director of a 
newly established Home _ Eco- 
nomics Department. Miss E. A. 
Wright, who was housefurnish- 
ing consultant for Modern Pris- 
cilla, and who has been teach- 
ing household arts in the ex- 
tension division of Massachu- 
setts Education Department, also 
joins the company as assistant. 

Della T. Lutes, director of the 
new Easy Home Economics De- 
partment, is one of America’s 
foremost editors, lecturers and 
authorities on home economics. 
Ethel A. Wright, assistant di- 
rector, is a magazine writer of 
note and an authority on sub- 
jects pertaining to the home. 

Under their personal supervi- 
sion, the new Easy Home Eco- 
nomics Department will be de- 
voted to the study of the actual 
use of washers and ironers in the 
home, serving housewives by the 
distribution of information on 
the best washing methods, and 
acting as a consultant bureau to 
home service and home econom- 
ics workers. 


GALLAGER AND RODIN 
JOIN SECHTMAN HDW. 


H. T. Gallager, formerly with 
the M. T. Bushnell Co., New 
Haven, Conn., has joined the 
sales force of the Sechtman 
Hardware Co., Hartford, Conn., 
wholesale distributor, to cover 
southern Connecticut. Morris 
Rodin, formerly of Reno Sales, 
Brooklyn, N. Y., has joined the 
Sechtman company to. cover 
parts of Massachusetts, Rhode 
Island and New York States. 





E. T. RUGG BUYS THOMAS’ 
LAWN MOWER DIVISION 


The E. T. Rugg Co., Newark, 
Ohio, has purchased the Lawn 
Mower Division of The Thomas 
Mfg. Co., Springfield, Ohio. The 
Thomas lawn mower plant has 
been moved to Newark to be op- 
erated as a department of the 
Rugg company. Superintendents 





of the Thomas organization will 
continue on with the Rugg or- 
ganization. 

E. A. PFLUEGER HEADS 
FISHING TACKLE MFR.’S 


At the fifteenth annual meet- 
ing of the Fishing Tackle Manu- 
facturers’ Association, held May 
20 at the Hotel Commodore, New 
York City, a definite trend from 
wet fly to dry fly fishing was 
reported to be under way. A 


cA 





E. A. PFLUEGER 


resolution favoring voluntary 
contributions to the amount of 
$1,500 to the conservation cam- 
paign of the Izaak Walton 
League Foundation was made. 
The association also passed a 
resolution favoring the five-day 
week for labor. 

E. A. Pflueger, president, En- 
terprise Mfg. Co., Akron, Ohio, 
was reelected president, and 
R..B. Bennett, Montague Rod & 
Reel Co., Montague City, Mass., 
was named vice-president. E. D. 
Ibbotson, Horrocks-Ibbotson Co., 
Utica N. Y., continues as secre- 
tary-treasurer. 

LEWIS H. BECK DIES; 
BECK & GREGG FOUNDER 


Lewis H. Beck, 83, a founder 
of Beck & Gregg Hardware Co., 
Atlanta, Ga., died. May 18. In 
1866 he entered as employee of 
Tommey & Stewart, hardware 
dealers in Atlanta, who made 
him a partner in 1870. When 
his partners retired in 1880, he 
and William A. Gregg founded 
Beck, Gregg & Co., which be- 
came incorporated in 1883, In 





1920 he retired from active par- 


ticipation in the business, dis- 
posing of a considerable portion 
of his stock. When William A. 
Parker died, in 1922, Mr. Beck 
returned to the business to as- 
sume direction of the firm. 

In 1926 he again retired, turn- 
ing direction of the company 
over to William A. Parker, Jr., 
who had grown up in the com- 
pany as his father had done. 
Mr. Beck was a charter member 
of the former Board of Trade 
and in 1900 was elected presi- 
dent of its successor, the Atlanta 
Chamber of Commerce. He is 
survived by two sisters. 





TAYLOR SYSTEM MODEL 
KITCHENS NOW OPEN 


Taylor System, Inc., 425 Fifth 
Avenue, New York City, has 
opened its model kitchens in 
colors at that address, The dis- 
plays are ‘said to bring into 
authoritative harmonious ensem- 
ble refrigerator, sink, cabinet, 
stove, wall and floor covering as 
well as wire ware, draperies and 
oilcloth. Displays are the result 
of five years’ study of problems 
faced in study of the problem. 

The displays are open for in- 
spection. 





ALTORFER CO. APPOINTS 
TWO NEW DISTRIBUTORS; 
MOVE NEW YORK OFFICE 


Appointment of two additional 
radio houses as distributors for 
ABC washers, ironers and elec- 
trotables is announced by Silas 
H. Altorfer, president of Altor- 
fer Bros. Company, Peoria, Ill. 
They are the Intermountain Ma- 
jestic Company, Denver, Colo., 
for Colorado, Wyoming and New 
Mexico, and the Radio Equip- 
ment Company of Texas, an- 
other Majestic concern, with 
headquarters in Dallas and 
branches in Houston and San 
Antonio, which takes over dis- 
tribution of ABC products in all 
Texas except the Panhandle and 


El Paso sections. 


The New York City office of 
Altorfer Bros. Co. has been 
moved into larger quarters at 
Suite 2805 in the new Commerce 
Building, 55 East Forty-fourth 
Street. J. J. Keith remains in 
charge of the branch. 





Indiana Chain Store Tax Is Valid 


The United States Supreme 
Court has upheld the State of 
Indiana’s law imposing a gradu- 
ated tax on chain stores. This 
is the first decision of the Su- 
preme Court on the validity of 
taxes imposed by States on chain 
stores. The case, which was bit- 
terly contested by the chains, 
commanded attention of business 
men throughout the country. 

The tax schedules of the In- 
diana law prescribe license fees 
on chain stores as follows: 

Upon one store the annual li- 
cense fee shall be $3 for each 
such store; 

Upon two stores or more, but 
not to exceed five stores, the an- 
nual license fee shall be $10 for 
each such additional store; 





five, but not to exceed ten, the 
annual license fee shall be $15 
for each such additional store; 

Upon each store in excess of 
ten, but not to exceed twenty, 
the armual license fee shall be 
$20 for each additional 
store; 


such 


Upon each store in excess of 
twenty the annual license fee 
shall be $25 for each such addi- 
tional store. 


In various other States similar 
taxes on chain stores have been 
imposed, or are under considera- 
tion. In Mississippi and North 
Carolina, cases have gone to the 
courts and will eventually be de- 
cided by the Supreme Court. 

In view of the Indiana deci- 
sion, it is probable that similar 
tax bills will be soon presented 
to legislatures in the majority of 


Upon each store in excess of | States. 
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RMA LEADERS DISCUSS 
CHICAGO RADIO WEEK 


At a meeting of the board -of 
directors of the Radio Manufac- 
turers Association held June 8 
at Briarcliff, N. Y., it was an- 
nounced that 130 of the leading 
radio manufacturers would have 
exhibits in the show, for which 
nearly 24,000 square feet of ex- 
hibit space had already been 
signed. It was announced that 
several thousand reservations for 
radio wholesalers, dealers and 
manufacturers had been made in 
the four official hotels, the Ste- 
vens, Blackstone, Congress and 
Auditorium. 

Morris Metcalf, Springfield, 
Mass., presided at the meeting 
and Major H. H. Frost, New 
York, chairman of the show com- 
mittee, and Leslie F. Muter, 
Chicago, IIl., chairman of the 
convention committee, gave re- 
ports. It was announced that 
many interesting speakers and 
entertainment features have been 
arranged for the convention pro- 
gram. The RMA stag party will 


be held Wednesday evening, 
June 10. 
Resolutions to the Federal 


Radio Commission urging the 
granting of broadcast permits at 
50,000 watts be granted to cer- 
tain stations were made. Major 
H. H. Frost, New York City, 
three times president of the 
association, was elected to the 
board of directors to succeed the 
late H. S. Hyde, Bay City, Mich. 





E. A. S. CLARKE DIES 


E. A. S. Clarke, secretary, 
American Iron & Steel Institute, 
died at his home in Rumson, 
N. J., May 5, after a week’s ill- 
ness. He was born in 1862 at 
Ottawa, Ont., but received his 
education in Philadelphia, Pa., 
Harvard University, and abroad. 
When the Consolidated Steel 
Co., an export organization of 
steel manufacturers, which he 
headed, was dissolved in Decem- 
ber, 1922, he became secretary 
of the Institute. He worked 
with untiring energy and with 
such success as to receive the 
highest commendation from offi- 
cials of the government as well 
as from iron and steel manufac- 
turers. 


THORNTON, WESTING- 
HOUSE ASSOCIATION 
WORK MGR. 


Frank Thornton, Jr., recently 
manager of residence engineer- 
ing in the general engineering 
department of the Westinghouse 
Electric & Mfg. Co., East Pitts- 
burgh, has been appointed man- 
ager of association activities of 
that company, succeeding R. W. 
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E. Moore, who has resigned. Mr. 
Thornton was graduated from the 
University of: Missouri in 1908, 
and has been identified with the 
Westinghouse company continu- 
ously since that time. He has 
been especially interested in elec- 
tric heating and was for a time 
manager of the company’s elec- 
tric heating engineering depart- 
ment. 


SEABER IS ASSISTANT TO 
CONLON CORP. PRES. 
Harry G. Seaber has been ap- 

pointed as assistant to the presi- 

dent of the Conlon Corp., Nine- 
teenth Street and Fifty-second 





HARRY G. SEABER 


Avenue, Chicago, IIl., makers of 
electric washing and ironing ma- 
chines. For many years Mr. 
Seaber was active in the elec- 
trical appliance field, particu- 
larly in washing machine and 
refrigeration fields. He was one 
of the founders of the Brokaw- 
Eden Co., being its vice-presi- 
dent and sales manager until his 
resignation in 1922 to organize 
the Servel Corp.; Chicago, Ill. 

Mr. Seaber was president of 
the Servel organization until his 
resignation in 1926. Since that 
time he has been developing elec- 
trical appliances, which are now 
on the market. 





S. G. TAYLOR CHAIN CO. 
59 YEARS IN BUSINESS 


The S. G. Taylor Chain Co., 
Hammond, Ind., will start their 
fifty-ninth year in business dur- 
ing the month of June. The 
company remains under the ac- 
tive control and direction of the 
family of its founder, S. G. Tay- 
lor. S. G. Taylor, Jr., has been 
active head for more than thirty- 
five years, and his son, E. Win- 
throp Taylor, vice-president, is 
the youngest member of the fam- 
ily in the business at this time. 

The Taylor organization makes 





a complete line of electric weld- 
er, fire welded and hand welded 
chain. 3 


McCLELLAN, LAUCHLAN 
JOIN INTERNATIONAL 
SAFETY RAZOR CORP. 


J. J. McClellan, formerly sales 
manager, Gillette Safety Razor 
Co., Boston, Mass., is now sales 
manager of International Safety 
Razor Corp., 47 West Thirty- 
fourth Street, New York City. 
Mr. McClellan states that the 
company will shortly have an im- 
portant announcement to make to 
the trade, which will include, in 
addition to a general expansion 
plan, other interesting plans. 

J. F. Lauchlan, formerly assis- 
tant sales manager, Gillette Safe- 
ty Razor Co., also joined the 
International Safety Razor Corp. 
as assistant sales manager. James 
R. Bryant continues as director 
in charge of all sales for Inter- 
national. 


VAN DEVENTER SPEAKS 
TO HARDWARE BOOSTERS 


John H. Van Deventer, as- 
sistant to the president and in- 
dustrial consultant, United Busi- 
ness Publishers, New York City, 
publishers of Harpware AcE, 
addressed the May 23 meeting of 
the Hardware Boosters, at the 
Hardware Club, New York City. 
Mr. Van Deventer spoke on the 
subject “What Today’s Business 
Means to You!” He pointed out 
that for thirty years after the 
Civil War prices declined and 
wages dropped, but that the 
period was productive of some 
of the greatest advances in busi- 
ness, science and other fields. 
Such periods after a war are not 
necessarily unhealthy times, he 
held, as efficiency is finally in- 
creased. Mr. Van Deventer said 
that too much publicity had been 
given to hard times talk and not 
enough attentiom to the idea 
that “A time of stress is a time 
of opportunity.” 

More than 40 members and 
guests attended the meeting. In 
honor of the seventieth birthday 
of Fred Pheifer, Payson Mfg. 
Co., the Boosters presented him 
with a handsome umbrella. Mr. 
Pheifer responded with a few 
words, indicating his happiness 
over the gift and for his good 
health. President Charles J. 
Heale, Harpware AGE, conducted 
the meeting, and Secretary H. R. 
Conner read his report. George 
Fisher’s son, George, Jr., sang sev- 
eral selections. Several other 
Boosters brought their young 
sons with them to the meeting. 











E. J. FERGUSON HEADS 
METROPOLITAN ASS’N 


E. J. Ferguson, Tremont Hard- 
ware Co., was elected president 
of the Metropolitan Hardware 
Association, held May 15 at the 
Brooklyn Central Y. M. C. A. 
H. H. Ludewig was elected first 
vice-president and C, H. Tilson, 
secretary, Hardware and Supply 
Dealers’ Association of Manhat- 
tan and Bronx Boroughs, was 
elected second vice-president. 
R. L. Hammond will continue 
as secretary-treasurer until a suc- 
cessor is found to carry on the 
work. 

A committee to advise the 
president was elected as follows: 
H. R. L. Rohlfs, Brooklyn, N. Y.; 
C. H. Tilson, New York; J. J. 
Leonard, South River, N. J., 
president of the North Jersey 
Hardware and Supply Associa- 
tion, and Walter Baxter, Ma- 
maroneck, N. Y. 

It was announced that future 
business meetings would also be 
dinner sessions at the same 
address. 


THE WILLIAM HERST CO. 
MOVES HEADQUARTERS 


~The William Herst Co., Chi- 


cago, Ill., has moved its offices 
from 663 West Washington 
Boulevard, to 822 West Jackson 
Avenue, Chicago, Ill. The com- 
pany makes electrical specialties. 


KLEIN TO ADDRESS RMA 
CONVENTION, JUNE 10 


Dr. Julius Klein, Assistant 
Secretary of Commerce, Wash- 
ington, D. C., will address the 
June 10 session of the RMA con- 
vention, Chicago, Ill., announces 
Leslie F. Muter, chairman of the 
reception committee of the asso- 
ciation. 


MANHATTAN AND BRONX 
ASSOCIATION MEETS 


The Hardware and Supply 
Dealers Association of Manhat- 
tan and Bronx Boroughs met 
May 19 at the Hotel Prince 
George, New York City. More 
than twenty members attended 
the meeting, which was devoted 
to a discussion of the handling 
of spring specials, purchase con- 
trol, and the general subject of 


unfair competition and _ price 
cutting. 
DEALER WANTS CATALOGS 


Universal Hardware & Supply 
Co., 923 Rodgers Place, The 
Bronx, N. Y., retailers, would 
like to receive manufacturers’ 
catalogs. The store was opened 
about two months ago. 
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Shapleigh 
Handi-Lite 

The Shapleigh Hardware 
Co., St. Louis, Mo., is mar- 
keting a tourist and camp- 
ers flash lantern, called the 
Handi-Lite. It is a small 
and compact lantern with ad- 
justable handle, permitting 
the light to be hung on wall 
or suspended from ceiling 
with light showing down 


ward, in any position. It 
measures 334 x 3% x 25 inches. Lantern has silvered re- 


flector, and will operate on any standard battery units. Two 
colors are offered, bright green enameled or bright red 


enameled. 








Bowman Jardinieres 


Geo. H. Bowman Co., Cleveland, 
Ohio, produces this jardiniere and 
stand, of graceful design. It is made 
of stamped steel, strongly rivited and 
will take a full eight-inch flower pot. 
Jardiniere is decorated in black and 
in green, with gilt trim. A two-gallon | 
aquarium of the same general design 
with a crystal bowl is also made by 
the company. Larger classical de- 
signs are offered to sell at suggested 
retail prices up to $2.25, while the 
smaller ones are offered to retail at 
around $1.00. Introductory assort- 
ments of jardinieres, two-gallon 
aquariums with stands and 10%-inch 
fern dishes with stands are being of- 
fered to dealers at $28.75. E 








NO. 1300 
TAKES FULL 8” 
FLOWER POT 





Three New 
Stanley Tools 


The Stanley Rule 
& Level Plant, New 
Britain, Conn., has 
recently offered 
three new tool 
items, including a 
line of screw- 
drivers, listing at 
25c. each. Handles 
are finished in two- 
color combinations 
of orange and 
black, yellow and 
black, blue and 
black, and green 
and black, shaped and fluted to provide a comfortable grip. 
Blades are of high quality steel, correctly hardened and 
tempered. Two ears on the 
shank of the blade securely 
lock it in the handle. Tips 
are non-slip, climbless type, 
with no loss of strength, says 
the maker. The No. 270 
drivers are available in stand- 
ard blades and tip style in 
4, 5 and 6 in. sizes. The dis- 
play stand illustrated is of 
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steel and is offered free with assortment of twelve screw- 
drivers, four of each size, Stanley Zig-Zag rules No. 106 are 
now made with joints of stainless steel, making them harder, 
tougher and more durable, according to the maker. Prices 
will remain the same for the improved rules. The hand 
scraper illustrated has two-edge reversible blade, so designed 
as to eliminate the necessity of the usual task of burnishing. 
Scraper blade can be quickly sharpened with a file and the 
burrs removed by rubbing lightly on an oil stone. Blade 
is made of high quality, high carbon steel, held to the wood 
handle by two screws. To reverse the blade, it is only neces- 
sary to slightly loosen the screws, turn the blade and tighten. 


Merryway 
Kitchen Unit 
Illustration shows 
the Merryway De- 
Luxe Cabinet and 


kitchen unit, includ- 
ing equipment for 
slicing, grating, 
shredding, chopping, 
mincing, _ straining, 
whipping, coffee 
grinding, fruit ex- 
tracting, ice crush- 
ing, pea shelling and 
ice cream freezing. 
Table model unit 
with A. C. 60 cycle 
motor, mixer bowl 
support, one 5-quart bowl, beater and whip, lists at $69.50. 
Other models are available with more complete equipment, 
also with cabinet and table at additional cost. All attach- 
ments are made of aluminum stainless steel and are steel 
double tinned. The unit itself may be obtained with wall 
bracket, for mounting on wall or cabinet. Units of different 
types are offered by Merryway Co., 50 E. 42nd St., New 
York City. A recipe book is provided with each unit. 








Shelton Baskets 


The Shelton Basket Co., Shelton, 
Conn., offers a line of baskets, includ- 
ing flower, picnic-lunch and market 
types. A new item was recently added 
in the form of a satchel basket. The 
satchel is of woven type with plywood 
cover and rope handle. It is hinged 
at the back and fastens at the front with cotter pins. They 
are available in colors at an additional cost. Single cover 
picnic-lunch baskets are : 
offered in nests of three, 
listing at $5.00. Four 
sizes are offered in the 
old-fashioned picnic- 
lunch basket. Sizes and 
list prices, per dozen, of 
double cover models are: 
14 x 9 x 7 in., $18.00; 
16 x 10 x 7% in., $22.00; 
19 x 11 x 8 in., $26.00, 
and 24 x 13 x 91% in., 
$34.00. Sizes and _ list 
prices, per dozen, of single cover models are: 14 x 9 x 7 in., 
$17.00; 16 x 10 x 7% in., $20.75, and 19 x 11 x 8 in., $24.50. 
List price on the satchel models are $2.50 less per dozen than 
the single covered models. There are three sizes of flower 
baskets listing, per dozen, as follows: 16 x 10 in., $9.40: 
18 x 11 in., $10.30, and 21 x 12 in., $11.25. 
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Cordless 
Automatic 


Iron 


-A. S. Iserson, 
99 Madison Ave., 
New York City, 
offers this chro- 
mium plated 
electric iron. It 
is called the 
Cordless Auto- 
matic, as the 
user does not have to turn it off when the heat is too great. 
Iron is placed on the stand, as shown in illustration, when 
operator does not wish to have current on. When current is 
be used, the operator simply places the plug end of the iron 
over the top of the socket end of the stand, as cord is connected 
from stand to electric socket. Iron is chromium finished, with 
life guaranteed element. If the element burns out, the manu- 
facturer will replace it, free of charge. The maker states that 
the automatic regulator and special plug feature cause this 
iron to consume half the current used by the ordinary iron. 
List price is $9.85. Weight is 6 lb. 








Becky Porter 
Vegetable Dicer 


The Becky Porter vegetable 
dicer is made by the K-D Mfg. 
Co., Lancaster, Pa. It is equipped 
with one stainless steel knife 
panel, with 34-in. block and spe- 
steel knife for 
cleaning the die block. Two 
other die blocks of % and 1-in. 
block size are available at an 
additional cost. 


cial stainless 





Safety 
Cordless 
Electric Iror 


Safety Elec- 
trical Appli- 
ances, Inc, 
Detroit, Mich., 
makes the 
Safety Cord- 
less iron, 
which has cord 
attached to 
stand instead 
of being fas- 
tened to the 
iron itself. 
This eliminates 
necessity of 
constantly con- 
necting and 
disconnect in g 
the plug, allowing iron to be moved in any direction without 
interference from the cord. Iron is said to heat in two 
minutes. When iron is properly heated, automatic cut-out 
stops current flow. If current is not required between pieces, 
iron is placed sideways on stand. Iron is guaranteed for ten 
years against defects. Element is of the single-piece mica 
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type, while attachment plug is of special soft rubber. Iron 
is finished in chrome-plated tarnish-proof finish. Handle is 
slightly elevated and protected from heat by an asbestos 
shield, keeping it cool. It is rated at 110 volts, 13.5 amperes. 
List price is $9.60. Dealer discount is 35 per cent. 





Sherwin-Williams 
Brush Lines 

The Sherwin-Williams Co., Cleveland, Ohio, recently intro- 
duced the Sherwin-Williams line of brushes, supplementing 
their paint, varnish and lacquer lines. China bristles are used 
in most of the line, although other types are used in certain 
types needing different kinds of bristles. The largest part 
of the line* has bristles vulcanized in rubber. Brushes such 





as whitewash, stipling and some marking types are set in 
cement, pitch, etc. Most of the brushes have nickel or 
nickeled bindings. A catalog describing the line has been 
issued by the Sherwin-Williams organization. 


Master-Bilt 
Electric Fan 


The Master- 
Bilt electric 
fan is an eight- 
inch model, 
having chrom- 
ium plated 
blades and 
guard with 
Mecolite base and housing, making the fan light in weight as 
well as durable. Standard colors are walnut, black, green and 
red. The fan has 
switch in rear, 6-foot 
rayon cord and dur- 
able plug. It oper- 
ates at 115 volts, 60 
cycles A.C. _ only. 
List price is $6.00 
complete. The Mas- 
ter Electric Co., Day- 
ton, Ohio, makes the 
fan as well as the 
Master-Bilt adjust- 
able window venti- 
lator, listing at $8.50 
and $9.50. Two 
models fit window 
openings ranging 
from 23 to 42 inches. 
Ventilator is easily 
put in place by 
means of a few screws. 
remove odors, vapor, fumes, etc. 








Specially designed blades quickly 
Panel is of French gray 
steel, while motor housing is black. Chrome blades and guard 


make the ventilator attractive. Model 36 is for spaces 23 to 
36 inches wide, while model 42 is for spaces from 29 to 42 
inches wide. Height is 9% inches. Motor is of induction 
type. Weight is 8 lb. in individual carton. 
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Central Wire-Frame 
Fruit Basket 


The Central Wire 
Frame Co., Inc., 
154 E. 23d St., New 
York City, makes 
this fruit basket 
for ice or mechan- 
ical _ refrigerators. 
It is intended for 
the easy handling 
of fruits or eggs, 
and as a_ space 
saver. Baskets are made of round and flat steel wire, every 
joint being electrically welded. After assembly, baskets are 
retinned. Baskets measure 13 x 8 x 5 in., being made to fit 
any household refrigerator. They are nested and packed 
ready for shipment in cartons of a dozen. Dealer cost is $6.00 
per doz. Suggested retail selling price is $1.00 each. 





The Chopette 
Chopping Bowl 


The Chopette chopping 
bowl, made by Chopette 
Mfg. Co., Inc., 485 Hague 
St., Rochester, N. Y., 
measures 7 in. square. 
Base is flat and rests 
solidly on the table. 
Knife is rustproof and 
stainless. Bowl, which is 
made of selected kiln 
dried lumber, is of suffi- 
cient depth to accommodate needs in the making of salads, 
sandwiches, cake fillings, etc. Handle of knife is finished 
in double coated enamel. Bowl may be inverted for use 
as a bread board, or for other slicing purposes. Suggested 
retail selling price in East is $1.00, while the suggested price 
for the Pacific Coast is $1.25. Dealer cost is $8.00 per doz., 
in small quantities. Better prices are offered for larger 
quantities. 








Bonney Display Stand 
and Socket Wrench Set 


A handsome, substantial 
metal display stand is now 
being supplied to jobbers 
by Bonney Forge & Tool 
Works, Allentown, Pa. It 
is 53 x 21 x 1334 in. Stand, 
which is for displaying 


Bonney chrome - vanadium 
socket sets, is black en- 
ameled. It has a circular 


headpiece, prominently illus- 
trating in color the Bonney 
“CV” trademark. Each shelf 
is provided with a_ small 
nickel-plated chain and hook, 
to hold the lids of the con- 
tainer open, thereby enabling 
proper display of contents 
of the set. The company has 
recently placed on the mar- 
ket a chrome - vanadium 
socket wrench set, known as 
No. A2, which is especially 
suitable for work in con- 
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fined places. It contains an assortment of thirteen of the 
new Bonney “C-V” chrome-vanadium straight wall double- 
hexagon sockets, designed for work where standard sockets 
cannot be used. Sockets have openings ranging from 7/16 
to 1 in. Set also contains a hinge handle of the spinner 
type, which is suitable for rapid work. In addition, it may 
be used as an offset handle or a “T” handle. List price in 
cardboard box is $13.40, while list price of set, packed in 
metal box, is $15.00. 





Tiffany House Numbers 
and Handy Hack Saw 








Tiffany cast aluminum house 
numbers are_ polished. 





Each 
4 in. 


number stands 
high. Numbers, which 
are said to be \rust- 
proof, are packed in 


assortments of 100, 
complete with brass 
nickel plated wood 
screws. List price is 
15c. each. The handy 
hack saw has cast 
aluminum handle with 
standard 8-in. flexible 
hack saw blade. Car- 
tons for shelf display 
contain 24 items. Standard packages contain 144 handy hack 
saws. Shipping weight is 10 lb. List price is 20c. each. 
Tiffany Aluminum Products Co., Inc., St. Louis, Mo., is the 
Maker. 





Thor Super-Agitator Washer 


The improved Thor 
Super -Agitator 
Washer, recently an- 
nounced by the Hurley 
Machine Co., Chicago, 
Ill., has an agitator 
action designed to pre- 
vent tangling and 
braiding of clothes. 
At the same time a 
washing action is in- 
cluded which enables 
the washing of any- 
thing from delicate 
lingerie to heavy blan- 
kets, according to the 
maker. A built-in elec- 
tric water heater keeps 
the water in the tub at 
a uniform temperature throughout the wash. It is located 
underneath the Armco iron tub, out of sight, and may be 
cut off or turned on, at will. Tub has capacity of 6 sheets 
at a time, or 8 lb. of clothes. Wringer is of removable, 
swinging, reversible type, with cadmium plating. Shaft, 
controlling the wringer may be used to accommodate the 
Thor attachment ironer. Other features are: inclosed type 
%4 hp. G-E motor, all-porcelain tub, vitreous enameled in- 
side and out, special non-vibrating rubber-tired casters, con- 
veniently located control levers and special cut-gears, in- 
suring quiet action. Suggested retail selling price of No. 16 
Super-Agitator washer is $129.50. 
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Kraeuter Brake 
Band Pliers 
No. 851 


Kraeuter Brake 
Band pliers No. 851 
were designed for 
use on internal brake 
spring. By removing 
and replacing the 
brake springs on the 
large drum quickly without disassembling, this tedious oper- 
ation is simplified, saving about 50 per cent of the time usually 
taken, states the maker. The pliers were originally designed 
for Ford internal brakes, but may be adjusted for use on any 
internal brake system using springs. Kraeuter & Co., New- 
ark, N. J., is the maker. Illustration shows the long hooked 
finger of the pliers reaching down between the two drums 
to release or replace the springs, while the adjustable screw 
rests on the top of the large drum for leverage. 








Gill’s In-A-Minute Freezer 


Gill’s In-A-Minute Freezer, made by The R. M. Peare Co., 
1553 Merchandise Mart, Chicago, IIl., lists at $6.75. Dealer 
discount is 40 per cent, with an extra 10 per cent allowance 
for advertising purposes, where larger orders are purchased. 
It is made of only four parts, all of which are of heavy dairy 
metal with special lacquered color. Freezing cylinder holds 





5 lb. of cracked or cubed ice, and 2 cups of rock salt. 
Machine may be used in making sherbet, ices or ice cream. 
Two sizes are offered: the hand type, which is illustrated, 
and the electrically operated model. The maker states that 
as many as a dozen different flavors may be made in twelve 
minutes and that one filling of ice and rock salt will last 
for more than an hour. 





Greenfield 
Tru-Lede Tap 


The Tru-Lede tap is for production threading, designed to 
overcome the inconvenience of lead error, transmitted in 
threading from the tap to the work. Greenfield Tap & Die 
Corp., Greenfield, Mass., makes True-Lede Taps from high 
speed steel. Permitted lead tolerance on these taps is 0.0005 
in. in one inch of thread against 0.003 in. on cut thread taps. 
The taps have the same pitch and major diameter tolerances 
as cut thread taps. Shanks are ground concentric with the 
threads, preventing taps from wabbling and cutting oversize 





because of eccentricity. These taps are also said to require 
less power to drive, to operate with less friction at high 
speeds and to wear longer. The Greenfield organization 
offers these taps to the trade in hand, machine screw and 
gun styles, in all standard sizes and pitches at the same prices 
as ordinary high speed cut thread taps. 





Lufkin “Crescent”’ 


Tape Rule 


A 6-ft. measure, combining 
the convenience of a pocket tape 
and the utility of a rule, has just 
been brought out by The Lufkin 
Rule Co., Saginaw, Mich. It is 
the “Crescent” tape rule No. 696 
and is an accurate steel tape that 
automatically winds into a sturdy ¢ 
case only 2 in. in diameter. 
When withdrawn, it is rigid like 
a rule. Line is of superquality 
tempered steel, stiffened by spe- 
cial forming. It will also flex around and accurately measure 
circular, round-corner and other shaped objects. Measure- 
ment is taken when out end is projected against any object, 
and the solid clip at first end serves not only for withdrawing 
rule blade from case, but also as a hook for taking measure- 
ments out of arm’s reach. Blade is 5£-in. wide, nickel plated 
with prominent dark markings and large readable figures. 
It is graduated 72 in. to consecutive inches and l6ths. Case 
is of sturdy chromium plated finish, Rule is offered on a 
display easel, as shown. Reserve stock is offered 6 in carton. 
There is no charge for the easel, which has bright red back- 
ground and lettering in white, yellow and silver. Suggested 
retail selling price is $3.00 each. 








Arcade Toy Truck and Trailer Set 


As a part of the Arcade line of 
“action toys,” a truck and trailer com- 
bination is offered by the Arcade Mfg. 
Co., Freeport, Ill. Truck with stake 
trailer is illustrated. Stake trailer and 
dump trailer are interchangeable on 
the truck chassis. Both the truck 
chassis and trailer are independent 
units on wheels, which may be coupled 
to each other by backing the chassis 
into the front of the trailer, which 
slides into position and lifts the front 
wheels of the trailer off the floor. 
The truck and trailers are of such 
sturdy construction that they may be 
used roughly by children. They are 
suitable for pushing or pulling. 
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Genera, Marker News 


Hardware Activity 
Has Varied Character 


New York, May 27.—Current 
hardware activity is fluctuating 
considerably under the influence 
of the varied weather conditions 
prevailing in different sections 
of the country. The fact that 
sales, at this period of the year, 
embrace a wide variety of highly 
seasonable merchandise, makes 
weather conditions a factor 
of prime importance. Market 
centers in the South, Northwest, 
and in New England report in- 
creased sales, while volume in 
the Mid-Western and Eastern 
sections is considered less satis- 
factory. 

Garden and lawn goods con- 
tinue to move in a very satis- 
factory manner. Sporting goods, 
contrary to what might be ex- 
pected, are in brisk demand. The 
early call for summer goods has 
started to register. Future orders 
for fall and winter lines are 
being booked in rather promis- 
ing volume. Builders’ hardware 
and related construction supplies 
are in improved demand, in cer- 
tain sections, as a result of up- 
ward trends in building opera- 
tions. 

In the main, prices are fairly 
stable and few revisions of con- 
sequence have been made during 
the past week. Generally speak- 
ing, the price trend is easier, but 
it is not considered likely that 
further major reductions will 
take place. 

The credit situation has an un- 
changed status. Collections are 
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OF THE WEEK 


slower than usual, although they 
are deemed as satisfactory as 
might be expected under exist- 
ing circumstances. 


4.35 Per Cent Drop in Sales 
Shown in Figures for 
Fifty-One Chains 


Fifty-one chain store companies, in- 
cluding three mail order concerns, 
show total sales for the first four 
months of 1931 of $1,228,169,642, 
against $1,284,067,805 in the corre- 
sponding period of 1930, a decrease of 
4.35 per cent, a compilation by Merrill, 
Lynch & Co. shows. 





Slight Upward Trend Develops 
in Freight Car Loadings 


In the last four weeks there has 
been a slight upward trend in freight 
car loadings after allowance is made 
for average seasonal variation. The 
trend is by no means marked, but there 
is reasonable assurance that general 
business as measured by this important 
index has not lately been engaged in 
growing worse. Now is approximately 
the earliest time when such a state- 
ment could be made with any degree 
of confidence. 

The opinion has been widely ex- 
pressed that the period of business re- 
cession ended last December and 
studies now are naturally made to test 
the correctness of that view and, if it 
is correct, to observe whether any 
process of recovery has set in. Car 
loading reports being available for the 
first 18 weeks of this year, the period 
may be conveniently divided into three 
six-week periods. To allow for seasonal 
variation, the five years 1924 to 1928 
inclusive may be taken as standard. 
That series includes one year, 1927, 
with a poor ending, and one year, 
1928, with a particularly good ending. 
It is undesirable to include either 
1929 or 1930 in an average, as both 
were erratic years. 

Compared with similar periods in 
1924-28, this year’s car loadings have 
shown the following decreases: 


Per Cent 
First six weeks 222 
Second six weeks............ Daz: 
Third six weeks............... 20.5 


Eighteen weeks through May 2. .21.9 


In the second six weeks loadings fell 
off a little and then they regained their 
loss and something additional. 

The comparison just made by using 
six-week periods this year serves as 
an index to general trade trends. As 
to the position of the railroads, now 
of such vital interest, other compari- 
sons can be made. Car loadings in the 
whole of 1930 were off 13.1 per cent 
from 1929, which was not the record 
year, having been slightly under 1926 
on account of slipping in its late 
months. Last year was off 10.4 per 
cent from the average of the five years 
prior to 1929. It was under all the 
seven years 1923 to 1929 inclusive. 
For a longer range view it is better 
to take revenue ton-miles for compari- 
son. In those terms last year ran 
above 1916 and preceding years, and 
also above 1919, 1921 and 1922. It was 
the poorest of 14 years with those three 
exceptions. 





Pocket Knife Firm Agrees to 
Reform Doubtful Practice 


Penknives manufactured by a firm 
of co-partners will no longer be mis- 
represented as to gold content, accord- 
ing to a stipulation between the part- 
ners and the Federal Trade Commis- 
sion. The knives have an outer shell 
of gold and an inner concealed sheet, 
or filling, of base metal. The com- 
pany agreed to cease marking figures 
indicating the fineness of the gold cov- 
ering so as to imply that the entire 
filling and shell of the handle, with the 
exception of its skeleton, was or is of 
the fineness of gold indicated, when 
such is not true; and from stamping 
marks or figures on the knives indi- 
cating the fineness of gold of which 
any parts are made, without correctly 
indicating the parts composed of the 
fineness of gold represented so as not 
to mislead the customer into believing 
the concealed filling is gold in whole 
or in part, when such is not true. 
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Wholesale Price Index in April 
Discloses Decrease of 112% 


A decrease of more than 114 per 
cent in the wholesale price index of 
the Department of Labor during April 
as compared with March is announced 
by the Bureau of Labor Statistics. The 
index number, which includes 550 com- 
modities, based on the price in 1926 
as 100, declined from 74.5 in March to 
73.3 in April. The purchasing power of 
the 1926 dollar in April was $1.364. 

Farm products as a group averaged 
34 of 1 per cent below March prices, 
due to decreases for corn, oats, rye, 
beef steers, hogs, sheep, cotton, eggs, 
and wool. Wheat, lambs and hay, on 
the other hand, were higher than in 
the month before. 

Hides and leather products showed 
little change in the price level from 
the month before, the trend being up- 
ward for packers’ hides and country 
calfskins, and downward for country 
cow hides and imported goatskins. 
Boots and shoes showed a negligible 
decrease, while no change was reported 
for leather. 

In the group of textile products, ap- 
preciable decreases are shown for cot- 
ton goods, silk and rayon, woolen and 
worsted goods, and other textiles. The 
decrease in the group, as a whole, was 
over 2 per cent. 

Anthracite and bituminous coal 
showed customary April price reduc- 
tions, while coke was _ stationary. 
Petroleum products again declined 
sharply, with lower prices per crude 
petroleum, fuel oil and gasoline. 

Among metals and metal products 
there were price declines in iron and 
steel and nonferrous metals, causing 
a small decrease in the group total. 

In the group of miscellaneous com- 
modities, cattle feed, paper and pulp, 
and crude rubber declined, while auto- 
mobile tires were unchanged in price. 

Raw materials, as a whole, averaged 
lower than in March, as did also semi- 
manufactured articles and finished 
products. 





Week’s Price Average Was 
71.8 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity has announced that wholesale com- 
modity prices for the week ended May 
16, and based on Dun’s quotations, was 
71.8 per cent. The April average was 
74.4. The purchasing power of the 
dollar, on the 1926 basis, was 139.4c. 
The April average was 134.5. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
65.3. The April average was 66.8. 

The Italian index on the revised 1926 
basis for the week ended May 9 was 
53.5. The April average was 54. 
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Business Defaults Declined 
During Week Ended May 16 


A sharp decline, which R. G. Dun 
& Co. largely attribute to a seasonal 
development, was reported for the week 
ended May 16. The total for the 
week was 516, a drop of 116 in the 
week. The total was 16 below the 
figure for two weeks ago and one less 
than in the same week of 1930. 

The reduction in number of failures 
this week from last week’s figures ex- 
tended to each geographical section in- 
cluded in the tabulation, excepting that 
of the Pacific Coast, where there is a 
small increase. Relatively, the best 
showing was made by the South, with 
a falling off of 52 failures. With the 
smaller total of defaults this week, 
those having liabilities of $5,000 or 
more in each instance declined to 306 
from 416 last week and were also 21 
below the 327 similar failures a year 
ago. 

Quite a decline also occurred in 
Canadian defaults this week over last 
week’s total, 38 reported by R. G. Dun 
& Co., comparing with 43 last week 
and 52 insolvencies a year ago. 





Bank Clearings Declined in 
Week Ended May 14 


Bank clearings in the United States 
for week ended Thursday, May 14, as 
reported to Bradstreet’s, aggregated 
$8,383,578,000, as against $9,957,996,- 
000 last week and $10,371,846,000 in 
this week last year. This week’s total 
shows a decrease of 15.8 per cent from 
last week and of 19.1 per cent from 
the like week of 1930. 

Aside from a slightly reduced per- 
centage of decline from a year ago, 
19.1 per cent this week, as against 20.4 
per cent last week on a $1,574,000,000 
smaller total, there is little change to 
note in general bank clearings’ trends. 





Employment Conditions Vary in 


Leading Industrial Centers 

Reports from New York show a 
slight decline in the total number of 
unemployed registered with the Police 
Department Unemployed Relief Bureau 
from 74,934 on May 6 to 74,768 on 
May 13. A slight decline was also re- 
ported by the Salvation Army and the 
National Employment Exchange. A fur- 
ther slight improvement in business 
conditions was reported from Chicago, 
but operating schedules of large pro- 
ducers of steel in Chicago and in the 
East were held at slightly under 50 
per cent of capacity for the third con- 
secutive weék, in line with predictions 
of steel officials that there would be 
little change in output during May 
and possibly in June. 

The April report for Pennsylvania 
shows that employment decreased only 
one-tenth of 1 per cent as compared 
with the usual April decline of over 
1 per cent, while payrolls increased 
about 2 per cent instead of decreasing 
by a like amount. 





Authority on Construction 


Trends Sees Revival 

Truman’ S. Morgan, president of the 
F. W. Dodge Corporation, in a recent 
radio address predicted an upward 
trend in construction. 

The slowly increasing volume of 
residential construction being recorded 
so far this year indicates a turn 
toward brighter days, Mr. Morgan de- 
clared. He emphasized that the need 
of the building industry, as with every 
industry at present, to cope with this 
period of stress, is a revival of faith 
in our institutions and people and in 
our vast resources. One of the inter- 
esting facts he brought out was that 
construction costs today range from 15 
per cent to 35 per cent lower than they 
were a year or two ago. 





Kester Solder Company Announces New Dealer Prices 


The Kester Solder Co., 4201 Wrightwood Ave., Chicago, IIl., under date of May 
20, advises the trade of reyised dealer cost prices on the products of the company. 


F.O.B. quotations are now as follows: 


For Electrical 
KESTER SOLDER For General and Solder and PRICE 
Work Radio Work Paste Combined 
Cs Acid-Core Rosin-Core Paste-Core $ .46 per lb. 
1 Pound Coilin Carton ...... a EEN oar a .44 per Ib. 
5 Pound Box (18 in. sticks) ..  ...... Rosin-Core Paste-Core .41 per lb. 
So SS Ea eae Acid-Core Rosin-Core Paste-Core 41 per lb. 
vo Acid-Core Rosin-Core Paste-Core .37 per lb. 
Kester Body Solder—5 lb. Boxes, 18” Sticks, 14” Diameter (cored) . .38 per Ib. 
Kester Body Solder—5 lb. Boxes, 18” Sticks, 14” Diameter (solid) . .28 per lb. 
All of the above subject to a discount of 10% in lots of 100 lbs. 
ee Carton (10 cans) $ 1.67 
Kester Metal Mender................ Case (10 cartons—100 cans) 15.00 


ester Matio Solder... ......5.66...05.. 
Case (10 Cartons—100 cans) 


Kester Radio Solder................. 


TO. Carton (10 cans) 1.67 


15.00 
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KANSAS CIT 


(Kansas City office of HARDWARE AGE) 


Kansas City, May 26. 


HE last two weeks have seen 

a considerable increase in retail 
sales of fishing tackle, as weather 
conditions have been ideal for fishing 
trips. Tackle boxes also have come 
in for some business, and minnow buck- 
ets are beginning to move. The open- 
ing up of several roller skate rinks re- 
cently has resulted in a greatly in- 
creased flow of skate business. Air 
rifles are having moderate to good de- 
mand. Dealers who carry bathing 
suits say that they have made many 
early sales. Croquet sets display only 
slight activity, though the opinion seems 
to be that more business will develop 
later on. Baseball goods, which had 
been lagging, are reported to be doing 
much better owing to a wide organiza- 
tion of boys’ sandlot baseball teams in 
the city. Outdoor playground equip- 
ment continues brisk and the volume 
is surprising stores which handle it. 


CREDIT SITUATION 


The Retail Credit Association reports 
that collections have tended to tighten 
as compared with conditions a month 
ago, but that the situation is nothing 
over which to be alarmed. Hardware 
collection men find their collections 
about the same. The niomentary 
tightening probably is the result of psy- 
chological conditions caused by the 
fear of unemployment. Just recently 
some facts have come into view which 
sound very optimistic in the direction 
of employment conditions. 


BUILDING PICKS UP 


Recent and impending developments 
in the construction line promise an 
amelioration of the condition of un- 
employment in the trades, and besides 
giving work to thousands of laborers 
and tradesmen, the new projects will 
cause a swelling of the volume of busi- 
ness in all kinds of hardware items and 
materials for construction, since a great 
percentage of the total outlay is to be 
spent in this city. Heavy construction 
and public utility work, some of which 
has already started, will involve the ex- 
penditure of more than $15,000,000, 
which should go a long way in taking 
up the slack in unemployment that has 
for considerable time been one of the 
worst factors operating to reduce the 
demand for hardware. 


THE PROGRAM 


The building program includes nine 
projects in constructing grain storage 
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facilities. Only a small part of this 
work has been completed, the bulk of 
it is still ahead and work on the de- 
velopments will be pushed to meet the 
demands for extra storage which are 
anticipated as the grain in the south- 
western territory matures. About $4,- 
000,000 will be spent on grain storage 
work. When all developments are com- 
pleted, Kansas City will have been 
able to displace Chicago as the second 
largest grain storage center in the 
United States, with a capacity of 6144 
million bushels. With only a portion 
of the work under way, employment 
was given to 1440 men, and it is evi- 
dent that there will be a demand for 
a greater number. 


Sporting Goods Active 
Building Shows Gain 


Other developments to begin in the 
near future provide for a new tele- 
phone exchange involving an expendi- 
ture of 214 million dollars for labor 
and materials. This one project alone, 
it is estimated, will call for 225,000 
man hours of work. Construction of 
a new 8-story office building entailing 
an outlay of half a million dollars has 
just begun. Another half million dol- 
lar project is the construction of addi- 
tional rail connections within the city. 
The board of education has authorized 
the beginning of school construction 
work up to the amount of 1144 million 
dollars, which activity will be continued 
into next year. 





CHICAGO 


(Chicago office of HARDWARE AGE) 


Cuicaco, May 26. 


OW temperatures and rain have 
kept volume down for a number 
of days in the hardware trade, 
although each temporary rise of the 
thermometer has found almost instant 
response in the movement of merchan- 
dise. The supply of moisture in the 
soil is now such as to be a real help to 
farming prospects. Demand for lawn 
mowers has been stimulated by the 
welcome precipitation, though it re- 
tarted most other lines. Dealers in 
the better agricultural states are re- 
ported to be in a better frame of mind; 
those in the industrial districts are not 
doing so well. Chicago’s jubilee has 
been drawing a good many thousands 
to the city and vast crowds have been 
witnessing the various events; the num- 
ber of retail visitors at the jobbing 
houses, however, has not been great. 


COLLECTIONS 


Collections show little improvement. 
In Iowa and Illinois bank failures have 
hurt the situation. Not a few hard- 
ware merchants are interested in banks 
that have met with difficulties. Some 
of the banks closed, however, have 
reopened. The rate of retail failure is 
about the same. 


GLASS REDUCED 


Window glass prices have been re- 
duced again and now stand at low 
levels. The new and old discounts fol- 
low: Single-strength A, first three 
brackets, 89-5 per cent off list as 


W eather Retards Demand 
Window Glass Lower 


against the former discount of 88-5 
per cent off; balance 88-5 against 
87-5; double-strength A, all brack- 
ets, 88-5 against 87-5; single-strength 
B, first three brackets, 91-5 against 
90-5; balance, 90-5 against 89-5; 
double-strength B, all brackets, 90- 
5 against 89-5. Paints are moving 
rapidly. Brushes are not quite up to 
their average for the season. Consid- 
ering the time of the year, the call for 
putty is vigorous. 


BUILDING 


Both March and April showed a good 
increase in building contracts, especi- 
ally for residential construction. Cur- 
rent* signs indicate that home building 
will, from now on, show a fairly steady 
increase. In some degree the move- 
ment of builders’ hardware reflects this 
revival of activity. Lawn mowers are 
moving in good volume, recent rains 
having brought current sales up to 
normal. Nearly all garden and lawn 
goods are in strong demand. Jobbers 
say the new specially priced hand saws 
brought out by a leading maker are 
meeting with the favor of the trade 
and public. 


RADIO TREND 


Radio is rather slow, but the indus- 
try is as active as ever in preparing 
for the future. Judging by present 
indications, it seems likely that the 
superheterodyne models may dominate 
the fall market. Manufacturers, how- 
ever, are secretive about their offerings 
to come. Several types of improved 
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tubes are becoming popular; the 
pentode type, designed to give greater 
volume without distortion, is especially 
popular with the trade. 


OTHER ACTIVE LINES 


Automobile tires and tubes are mov- 
ing with some promise, although the 


PITTSBURG 


(Pittsburgh office of HARDWARE AGE) 
PirtspurcH, May 26. 


URING the past week jobbers 
D report some improvement in 

sales to retailers largely be- 
cause of a better demand for hot 
weather items, which had _ heretofore 
remained very dull. Unseasonably 
warm days have brought a movement 
in screen doors and windows and elec- 
tric fans. The approach of the Me- 
morial Day holiday has also brought 
some call for thermos bottles and other 
cooling devices on which retailers’ 
stocks are apparently very low. Garden 
and lawn tools are still rather active, 
and retailers’ sales of lawn mowers 
have improved. However, drought 
conditions last summer forced dealers 
to carry over excessive stocks of lawn 
mowers and rollers, with the result 
that demand will have to develop con- 
siderably before jobbers feel its ef- 
fect. Wire products have been mov- 
ing fairly well, particularly barbed 
wire, but fencing is not very active. 
Roller skates continue rather dull in 
spite of favorable weather conditions, 
and sporting goods are unsatisfactory. 
Some jobbers believe that demand for 
golf and tennis supplies will improve 
materially in the next month or two 
and offset slow movement of baseball 
items. 


PRICE INFORMATION 


No important changes in prices have 
been reported in the last week, al- 
though nails are weak, reflecting lower 
mill prices to jobbers. Prices of wire 
and screen products are well main- 
tained and little variation in bolt and 
nut quotations is reported in this dis- 
trict. Painting ingredients, including 
white lead, turpentine and linseed oil, 
are unchanged for the fourth consecu- 
tive week. 


BUILDING OPERATIONS 


Building operations in this district 
are still very unsatisfactory, with ac- 
tivity confined principally to a few 
very large projects, such as the new 
post office, the Mellon Institute build- 
ing, the Federal Reserve Bank, and a 
large office structure. Residential and 
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price situation continues highly com- 
petitive. Floor coverings are in fair 
demand .and the call for roofing is 
somewhat better. _ Rope and_ binder 
twine are moving into the agricultural 
territories. Nails are quiet. Lawn 
fencing is fairly active; so are lawn seed 
and fertilizers. Recent cool weather 





garage construction are the most de- 
pressed, and makers of builders’ hard- 
ware are beginning to believe that a 
general liquidation of rents and real 
estate values will have to be made be- 
fore the building industry can show ma- 
terial gains in activity. A few schools 
and other municipal projects are con- 
templated in the Pittsburgh district, 
but industrial building is at a low ebb 
and private’ construction in general 
lacks impetus. 


INDUSTRIAL CONDITIONS 


Basic industrial conditions in the 
district continue to reflect seasonal 
contraction. Steel ingot production 
has tapered off again, following two 
or three weeks of comparative stability, 
and finishing mill output is correspond- 
ingly lower. Production of tin plate, 
which has led the industry during the 
entire year, has declined to about 70 
per cent of capacity. Sheet and strip 
operations are on interrupted sched- 
ules, and output of the heavy hot- 





has retarded the movement of wire- 
cloth, although a later spurt of warm 
weather -is expected to offset that effect. 
Pruning shears are showing some ac- 
tivity. 

Galvanized buckets are in demand. 
Shovels and wheelbarrows are selling 
well in some localities. 


Sales Have Improved 
Prices Are Little Changed 


rolled products is generally unchanged. 
Prices are weak, but are receiving 
little test in the absence of substan- 
tial tonnage purchasing. The coal in- 
dustry is suffering from labor troubles 
in a few localities, and some companies 
have recently announced wage reduc- 
tions. Production in western Pennsyl- 
vania has declined to a very low level 
and has not yet benefited from lake 
cargo movement. Few of the beehive 
coke ovens in the Connellsville district 
are active, and steel companies are 
doing all they can to curb output of 
by-product material. 


CREDIT SITUATION 


Collections have not improved, but 
many hardware jobbers find them no 
more difficult than they were at the 
beginning of the year. Failures have 
not been numerous and inventory re- 
duction, together with extended terms 
by jobbers, have enabled many retail- 
ers to strengthen their positions since 
last year. 





MEMPHI 


(Memphis Correspondent of 
HARDWARE AGE) 


Mempuis, TENN., May 19. 


ROP conditions in the Memphis 

territory are somewhat spotted. 

This is especially true of cot- 
ton. Too much cold weather recently 
has necessitated a considerable amount 
of replanting and in instances where 
crops have not been replanted the 
stands are somewhat irregular and 
some of the cotton shows evidence of 
having been stunted in growth by the 
cold weather. Corn is coming through 
to a nice stand, and with the wonder- 
ful season of moisture there are fine 
prospects for corn. In some sections 
haying has already begun and the first 
crop of alfalfa and some other hay 
growths have been harvested. In the 
vegetable section, and especially in Mis- 
sissippi, farmers are finding it hard 
to market their cabbage, the growth 
is so wonderful that there is just not 


Trade Shows Slight Gain 
Few Price Changes Made 


sufficient market to absorb the offer- 
ing and a great deal of cabbage is 
being dumped. Strawberries continue 
to move at good prices. The Jonesboro, 
Ark., strawberry section is coming in 
to the market now and prices being 
realized are somewhere around $4.75 
per crate, the berries, however, are of 
exceptional quality and size and would 
bring a premium in most any market. 
Prices for west Tennessee berries are 
not quite so high, but the grade is not 
quite equal to the Arkansas berries. 
We have had very fine seasons all over 
the territory and the condition in that 
respect is as fine as we have ever seen 
it. 
TRADE IMPROVES 

Business would not be termed 
“brisk,” but is showing quite a bit 
of improvement. The past three or 
four weeks has been really good. The 
indications are that jobbers’ business 
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for the month of May will show an in- 
crease over April, but local jobbers 
are expecting a dull summer. They 
are looking forward, however, to better 
business during the fall months and 
anticipate really busy times after about 
August 1. 


FARM GOODS ACTIVE 


Current sales of haying tools, hand 
farm and garden tools and field tools 
of the lighter variety are rather brisk 
right now. This has been a very fine 
season for handled hoes. 


LAWN MOWERS 


Sales of lawn mowers has been very 


BOSTON 


(Boston office of HARDWARE AGE) 
Boston, May 26. 
USINESS is picking up again, 
although it is not back to where 
it was before the recent cold 
and wet spell. The slump in recent 
sales during that period is clearly re- 
flected in collections, say wholesale 
houses, that phase of the business not 
being as good as it might. But in spite 
of the temporary credit development 
and some of the other adverse condi- 
tions, the general outlook seems more 
encouraging. 

Retail buying is still diversified, em- 
bracing as it does seasonable merchan- 
dise like garden equipment, household 
articles like wash boards, sweepers, 
etc., and standard hardware items such 
as nails, wood screws, garage sets and 
the like. Merchandise that is selling 
perhaps better than others includes 
fencing and gates, flower bed guard, 
wheelbarrows, barbed wire, rubbish 
burners, roofing papers, rakes of all 
kinds, hoes and steel goods in general, 
and automobile tires and tubes. 

Screen doors are selling in larger 
volume than at any previous time this 
year; there has been a noticeable in- 
crease in the call for cellar window 
wire; low priced tennis rackets have 
sold better this year than ever before; 
and current demands for grass and 
hedge shears are exceptionally good. 
In contrast with such reports comes 
word that hammocks are not going 
good at all and that sales up to date 
are well behind those of a year ago. 


GAINS ANTICIPATED 


Confirming statements made in the 
Boston market reports previously, lead- 
ing financial interests now come out 
with the announcement that the aver- 
age consumer is beginning to buy in 
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much improved so far this season over 
last season. We would judge that 
jobbers have shipped already this sea- 
son more lawn mowers than they did 
during the entire season of 1930. 


FUTURE ORDERS 


Future sales are improving day by 
day. There are more orders coming 
through for fall merchandise as the 
days come and go. The sales are made 
up largely of cotton picker’s sacks, hay 
ties, axes, saws, logging tools, cane 
mills, sorghum pans and goods of that 


nature. 
PRICE TENDENCY 


Price changes amount to so very lit- 





Business Picking Up Again 
Outlook More Encouraging 


earnest. The sudden gain in retail 
buying which occurred in April sent 
retail trade totals up 8.2 per cent from 
the March average, one of the most 
encouraging business indications that 
have occurred in some time. It is be- 
lieved May retail sales will not show 
as much increase over April as April 
did over March, because of weather 
conditions, but they will show a gain, 
however. 

Further, it now seems probable that 
business in general will continue to 
make gains each succeeding month this 
year and that we have definitely turned 
the corner. It should not be con- 
strued, however, ‘that business is likely 
to take on any suggestion of boom 
times. 


INDUSTRIAL OUTLOOK 


So far as the New England indus- 
trial outlook goes, there is no material 
change from a week ago. Then, and 
now, there are, however, indications of 
revival that eventually will result favor- 
ably on retail trade. This week the 
United States Rubber Co. announced 


tle that it is really not necessary to 
mention them. There is an anticipated 
advance about June 1 on some grades 
of felt base floor covering. This prob- 
ably will be more effective in the sec- 
ond quality or cheaper grades of rugs. 
Wire and nails have firmed up con- 
siderably and the present quotations 
appear to be stable. Axes are stable 
at the recent quotation. Most all me- 
chanics tools have undergone an ad- 
justment in prices during the past sixty 
days and prices now are firm, with 
no prospect of any further changes in 
the near future. Most regular hard- 
ware commodities are apparently on a 
stable basis as to prices at this time. 


that its Naugatuck, Conn., plant opera- 
tions, starting June 1, will be stepped 
up from three to five days a week. A 
New London, Conn., silk company is 
resuming operations at its three plants 
there, and it has enough business on its 
books to insure activity until Nov. 1. 
This is the first time good news has 
come out of these industrial centers in 
a long period. A Hartford, Conn., plant 
recently received a substantial govern- 
ment order for aeroplane motors. 

Some of the large Massachusetts in- 
dustrial plants operating on reduced 
schedules for some time, now intimate 
that a substantial amount of the busi- 
ness they have had on their books for 
months will be released during June 
and July. A textile machinery manu- 
facturing plant is securing some good 
business, and another expects to close 
flattering orders before another month 
passes. The boot and shoe manufac- 
turing plants are busier than they 
anticipated, and certain types of cot- 
ton fabrics are in excellent demand. 

There are certain localities which 
retail business is slow due to general 
business conditions there. But New 
England collectively is slowly yet 
surely gathering business momentum, 
and sooner or later the retailer will 
benefit. : 





CLEVELAND (00 


(Cleveland office of HARDWARE AGE) 
CLEVELAND, May 26. 
ARDWARE business with job- 
bers has slumped off slightly 
this month. This evidently does 
not indicate a more unsatisfactory gen- 
eral situation, but is due to the fact 
that the demand for some of the more 
important seasonal spring lines has 
reached its peak and there is not much 
call as yet for merchandise that 
usually is more active in the early 


summer. Very little future business in 
fall merchandise is being placed. The 
number of current orders that are being 
taken by jobbers is quite satisfactory, 
but they are for small lots. Retailers 
are buying very cautiously, purchasing 
only what they actually need and are 
keeping their stocks quite low. 


GARDEN TOOLS, ETC. 


There is still some activity in garden 
tools, although these are not as brisk 
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as recently. Cultivators are in fair 
demand. Lawn mowers are quiet. 
This seems partly due to the fact that 
because of the drought many retailers 
carried over stocks from last year. Grass 
hooks and scythes are moving fairly 
well. The demand for ornamental fence 
continues unusually good. Business in 
poultry supplies seems to be pretty 
much over. 


STAPLE GOODS 


Demand for rope is holding up well, 
being close to normal. Orders for 
binder twine are fair. There is not 
much activity in nails and wire. Gar- 
den hose has been moving quite well, 
but orders for this have dropped off. 
There is some activity in steel and 
asphalt roofing, although the demand is 
below normal. Pipe in hardware sizes 
has become more active. 


BUILDERS’ HARDWARE 


Builders’ hardware is very dull. 


TWIN 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, May 26. 


USINESS is probably showing 
B a slight gain during May over 
that for April in the northwest 
tributary to the Twin Cities. The gen- 
eral tone is somewhat stronger and 
there are gains in many of the lines. 
Some of this gain is still due to the 
fact that stocks this spring were lower 
than ordinary and a gradual filling 
of stocks in all lines has been going 
on. Rains have been general over the 
entire area, which, despite the low tem- 
peratures, will give the grain crops a 
fine start. In the Dakotas snow fell 
in many districts during the past week, 
but this is not regarded with alarm, 
as warmer weather followed. 


FISHING TACKLE 


With the opening of the fishing sea- 
son for pickerel, pike, tackle sales 
improved rapidly. And with the open- 
ing of the season in the “southern 
zone” in Minnesota only a few days 
away at this writing, for bass and other 
game fish, the activity shows further 
acceleration. Even the so-called de- 
pression does not seem to affect the 
sale of fishing equipment adversely, 
as the sportsman manifests his eager- 
ness by his purchases of new and bet- 
ter tackle. While tourist trade is still 
rather light, it is expected that this 
will add materially to the volume of 
business in this and neighboring States 
within the next few weeks. 


BUILDING INCREASES 


Building of residences is showing 
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CITIES 


While there is some increase in build- 
ing activity locally, the outlook is not 
very promising for this year. Painters’ 
supplies are showing a moderate ac- 
tivity, although the seasonal demand 
is less than usual. Although this is the 
season of the year when jobbers should 
be doing a good business in electric 
fans, these appear to be regarded in 
the luxury class this year and are 
moving very slowly. 


SPORTING GOODS 


Most sporting goods lines show an 
improvement. Jobbers are getting a 
fair amount of business in fishing 
tackle, golf and tennis goods. Demand 
for automobile tires, which has been 
fair for some time, has improved and 
the volume of business appears to be 
about normal for this time of year. 


PRICE INFORMATION 


While there are few price changes, 





some increase over the past few weeks. 
This is being aided by special cam- 
paigns on the part of contractors and 
builders, with an added feature of 
specially equipped homes sponsored by 
some of the local newspapers in some 
instances. This has had seemingly 
good results in the way of increasing 
interest in home building. 


HARDWARE IMPORTANT 


In a recent survey of this territory, 
the Twin Cities show a total of more 
than a billion dollars wholesale busi- 
ness in 1929, and the following year 
was over that figure. Of this volume, 
farm products ranked first, food and 
tobacco second, and hardware and elec- 
trical business third. These figures 
are given merely to indicate, first, the 
character of business in this section, 


the market is not firm and concessions 


are appearing on some items. A re- 
duction of about 20 per cent has been 
made on Sands levels. 


COLLECTIONS 


Collections are still rather bad. Al- 
though there appears to be an im- 
provement in some sections, many re- 
tailers appear to be rather hard 
pressed. 


GENERAL CONDITIONS 


Reports from the rural districts in- 
dicate very good crop prospects for 
the coming: season, although prices on 
most farm products doubtless will be 
low. There is little change in the in- 
dustrial situation in northern Ohio. 
Manufacturing plants as a rule are 
maintaining recent operations, but are 
not getting enough business to warrant 
increasing their working forces. 


Business Shows Slight Gain 
Few Price Changes Made 


emphasizing the importance of agri- 
cultural pursuits, and, second, the im- 
portance of hardware and electrical 
business in the Northwest. 


PRICE TREND 


Prices in general are steady, show- 
ing practically no changes during the 
past month. Solder is the only item 
showing a change in price, being 
quoted at 1914c. lb., in 100-lb. lots 
for strictly half and half. The present 
low levels should be an encouraging 
factor toward purchases of commodi- 
ties in every line. Builders’ hardware 
and supplies offer attractive bargains 
to the man who contemplates building, 
and labor is plentiful. This has re- 
sulted in creating ideal factors to en- 
courage home building. 





Bank Debits Dropped 20 Per 
Cent in Week Ended May 13 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended May 13, aggregated $10,197,000,- 
000, or 20 per cent below the total re- 
ported for the preceding week and 30 
per cent below the total for the cor- 
responding week of last year. 

Aggregate debits for the 141 centers 
for which figures have been published 
weekly since January, 1919, amounted 
to $9,568,000,000, as compared with 
$12,021,100,000 for the preceding week 


and $13,766,000,000 for the week ended 
May 14 of last year. 





Car Loadings Show Decrease in 
Weekly and Yearly Comparison 


Loadings of revenue freight for the 
week ended May 9 totaled 747,449 cars, 
a decrease of 27,842 cars below the 
preceding week of this year and a 
reduction of 184,897 cars under the 
corresponding week of 1930, accord- 
ing to the car service division of the 
American Railway Association. It was 
also a reduction of 301,511 cars below 
the same week of 1929. 
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Now Let the Fishing 
Season Sell Outdoor 
Knives for You 


The opening of the fishing season brings a selling 
opportunity for outdoor knives. 


Several Remington knives for the fisherman have 
achieved outstanding popularity. One of them 
should be in every fisherman’s kit this Spring. 


Include these knives in all your window displays 
of fishing tackle this month. Suggest them to every 
customer for fishing tackle. Extra sales are within 
your reach if you do this. 





Fisherman’s 


Knives for the fisherman represent only a few knife, 1613, 

P ‘. 9 _ " with patented dis- 

patterns in Remington’s complete line of quality gorger. Retell 
CO wees ° 


knives for the sportsman. 


Remember that Remington’s leadership makes it 
easy for you to sell Remington knives to the sports- 
man. 


Fish Knife, 
RH65, for scaling 
and cleaning fish. 
; Retail Price, $1.00 
Be sure to have an adequate stock at the opening Ls a Sh “<> 
Price .... $1.25 


of the outdoor season. Your jobber is ready to 


supply you. 


President 





The Greatest Value Ever Offered—The 
Remington Standard American Dollar 
Pocket Knife. 











REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
© 1931 R. A. Co. 
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New York, May 26. 


URING the past week metro- 
D politan jobbers assert that the 

demand for spring merchan- 
dise has tapered off considerably as a 
result of less favorable weather condi- 
tions and the fact that the seasonal 
peak in the demand has apparently 
been reached. Either April or May usu- 
ally sees the call for spring goods at 
its height and it now seems that April 
will be the ranking month for most 
wholesalers in this section this year. 
In comparison with a year ago, most 
jobbing establishments report sales run- 
ning behind about the extent of price 
declines that have become effective 
during the year. This price deprecia- 
tianhas been estimated as ranging from 
10 to, 15 per cent. 


“CHARACTER OF ORDERS 


Orders are numerous, but for the 
most part specify small quantities of 
many different individual items. Gar- 
den tools, poultry netting, lawn mow- 
ers, screen wire and similar items are 
usually well represented on current 
replenishment orders. Wholesalers de- 
clare that dealers have been forced 
to place telephoned orders and request 
special rush shipment in many _ in- 
stances in order to keep depleted stocks 
intact with goods of the character now 
in active consumer demand. 


Union Dish Drainer 
And Rubbish 


Burners 


Union Steel 
Products Co., 
Albion, Mich., 
has announced 
this dish drainer, 


Sales Tapering Off 
Sport Goods Active 


SPORTING GOODS 


Sporting goods are said to be one of 
the few lines to have suffered but little 
from the effects of the business de- 
pression. Despite the fact that it would 
seem plausible to presume that this 
class of goods would be in light demand 
in view of the unemployment and other 
adverse conditions, sales have been 
held up to nearly normal levels. This 
is true of golf and tennis equipment, 
baseball goods, fishing tackle and sev- 
eral other related lines. At a recent 
meeting of the Fishing Tackle Manu- 
facturers Association in New York it 
was disclosed that sharp reductions in 
the price of fishing tackle since the 
start of the depression at the end of 
1929 and a consequent expansion of 
markets have resulted in this year’s 
volume of business declining but slight- 
ly from that of 1930. 


BUILDERS’ HARDWARE 


Some improvement has registered in 
the demand for builders’ hardware, 
tools and other lines dependent upon 
construction operations as a motivating 
influence. Residential building contin- 
ues to be the promising feature in the 
New York area. Of the $31,732,800 
total new contracts reported during the 
first fifteen days of this month in this 
area, $19,020,900 was placed in resi- 
dential building. Non-residential build- 








ing amounted to $8,054,600 and public 
works and utilities totaled $4,657,300. 

Operations of metropolitan housing 
developers during the first four months 


of the current year have almost 
doubled their record for the same pe- 
riod of 1930. : 

Reductions in the prices on some of 
the popular types of wood-working 
tools have also stimulated the demand 
to some extent. Metal-working tools 
and masons’ and plasterers’ tools are 
quite active at present. 


PRICE TENDENCY 


Price revisions are being announced 
less frequently than was the case thirty 
days ago. While an easier trend con- 
tinues to prevail, it is the consensus of 
opinion that most major changes that 
were anticipated in the past have now 
been made. Practically the only change 
of importance to become effective dur- 
ing the past week lowered the prices 
on Sands levels approximately 20 per 
cent. Raw copper reached a new all- 
time low recently when sales for do- 
mestic delivery were made at 834c. per 
pound. The National Lead Co. on May 
18. announced the following prices on 
linseed oil: In lots of less than five 
barrels, 9.4c. per pound; in lots of 5 
barrels or more, 9c. per pound; Cal- 
cutta linseed oil in barrels, 21c. per 


pound. 
COLLECTIONS 


Collections continue to be a source 
of some concern, although the credit 
situation has not grown any worse 
within the past sixty days. Some indi- 
cation of slight improvement is ap- 
parent. 


range from 19 to 28 in. in height and from 13 to 161% in. 


in diameter at the bottom. 
They’ are made from heavy steel wire, electrically welded 
at every joint. Baskets are available in either galvanized 
wire or green enamel finish. ’ 


Northwestern 
Non-Splitz Nail 


All sizes nest for easy handling. 











measuring 16 x 
13 x 3% in. It 
is designed and 
arranged so that 
it has a greater capacity than many former models. This 
results from better utilization of all space by use of plate 
racks, cup space and a-built-in silverware basket. Suggested 
retail selling price is 29c. each. The same company has 
improved its all-purpose baskets and rubbish burners, with 





close mesh construction, giving only one inch of spacing “ 


between wires. Close mesh combined with new patented top 
which is locked to the basket by wire rails, which easily slide 
out of the way, gives these baskets greater utility. Close 
mesh prevents burning fragments from flying out. Baskets 
may be used in factories, parks, schools, institutions, etc., 
for depositing waste, paper towels, soiled clothes, etc. Sizes 
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The Northwestern Barb Wire Co., 
Sterling, Ill, has announced a new 
nail known as the “Non-Splitz” oval 
finishing and casing nail. Exhaustive 
tests as well as actual use have demon- 
strated that splitting is cut to a mini- 
mum, says the maker. The nails are 
said to be stiffer and easier to drive, 
considerably cutting the number of 
bent nails, when used in hard niaple 
flooring. To avoid confusion, when in 
dealer’s stock, the Sterling Non-Splitz 
nails are packed in an attractive green- 
striped keg. A postal card addressed 
to the company will bring samples for 
individual tests. 
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“Nio Wonder Kester Sells 


‘Look at the Way They Advertise!” 


Kester has a whale of a good story to tell—and 
they don’t skimp on the telling! A line-up of 
31 national magazines that go into 16 millions 
of homes is used. Actually over 64,000,000 
Kester advertisements are appearing this year 


in these magazines. 


Kester makes soldering easy . . . for anybody. 


Amateurs are able to turn out professional work. 
Result . . . people are saving repair bills these 
days by doing their own soldering. And dealers 
who carry Kester have a fine source of easy and 


steady profit! 


KESTER 


eS eS 





—o ’ ER 





There’s Kester Metal Mender for general sol- 
dering, and Kester Radio Solder for radio and 
electrical work. Both come in small packages 
in attractive counter cartons, and Kester Solder 
on larger spools for the bigger users. Give them 
a good display and they'll give you good profits! 
Get in touch with your jobber zow. Start solder 
sales climbing! 

Kester Solder Company, 4205 Wrightwood 
Avenue, Chicago, Illinois. Incorporated 1899. 








Here’s the Complete Kester Line 


Kester Acid-Core Solder—for genera' home repair use. 
Small Metal Mender package, 1, 5, or 20 Ib. spools. 
Kester Rosin-Core Solder—used principally for elec- 
trical and radio work. Small Radio Solder package, and 
1, 5, or 20 lb. spools. 
Also Kester Paste-Core Solder, Body Solder, Bar Solder 
and Solid Wire Solder for home and industrial uses. 
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HOW'S BUSINESS 
TO BE NEXT MONTH 


CHARTED BY UNITED BUSINESS PUBLISHERS, Inc. 


HIRTY-FOUR ECONOMIC EX- 
“Eecaemodaaios OF BUSINESS SSEMBLIES of business men, both national and Notable are the exceptions, for every drop of optim- 
PAPERS PUBLISHED BY THE international, have met and adjourned with ism possible has been wrung out of them, but by and 
United Business Publishers, Inc. little accomplished other than putting busi- large we begin to realize that any comparison with 
—HERE PRESENT A COMBINED ness on its honor to improve. A well known engi- previous performance yields but little lasting con- 
OPINION ABOUT THE COURSE OF neer once said, ‘When you can reduce a problem solation until after a decided turn for the better 
BUSINESS DURING THE MONTH to simple terms, that problem is a long way on the. has been registered. - 
OF JUNE. GOVERNMENT AND road to solution.”” Apparently our international eco- 
OTHER RECORDS PROVIDE YOU WITH nomic distress defies terse, simple description, and When will this turn come? Not concurrently, surely. 
HISTORY OF RECENT MONTHS. no clear, concise formula can be written that will | Many lines are still proving that they are out of 
THIS BOARD OF EXPERTS DEALS give immediate absolution from our economic sins. adjustment and subject to further liquidation. Others 
ONLY WITH THE FUTURE. THEIR R <8. ps : a | have found bed rock, and will slowly emerge. 
callie alc Miliali. ace -diihiie esponsibility is mow delegated to the individual, 
Chatace wie sik Mosk she and leadership suffers in consequence. The natural It seems quite natural to assume that, since im- 
Shih semen enetenn ws tendency in such cases is for each man to fortify provement has been made an individual responsibil- 
sake. dieialeas sie” ‘le. iale his position, dig himself in, and wait for natural ity, individual performances will furnish the bright 
FLUNG FIELDS OF RETAILING AND laws to make adjustments, the consequences cf spots on the road out. Aggressiveness, therefore, 
INDUSTRY. which process must later be accepted with the best becomes both weapon and armor, and the hopes of * 


grace possible. 


the next few months are for those individuals and 


Seasonal swings were neither of the stature nor concerns that grit their teeth and throw every ounce 
vigor anticipated at the beginning of the year. of effort behind well, formed plans. 


THE COURSE OF BUSINESS FORECAST FOR JUNE 





BUSINESS | SALES 


RETAIL STOCKS 


| 


COLLECTIONS COMMENTS 





Passenger cars about 
14% a vo —~ ov 
below June, 5 rucks 
AUTOMOTIVE 10% to 12% less than 

| May, and slightly below 
June 1930. 


Both passenger car and 
truck stocks larger than 
May, but lower than 
June, 1930. 





Both lines about the Estimated passenger car 
same as in May. Trucks sales for June, 245,000; 
about the same as June, trucks, 33,000. Estimate 
1930, passenger cars for first half, 1,300,000 
slower. and 185,000 respectively. 

| 





| Should show a 7% gain 
DEPARTMENT, over May, which is less 
STORES than normal, and about 
8% less than June, 1930. 


v 


About the same as May, 
and 10% to 12% less than 
June, 1930. 


| 
: : : | Business is going to run 

Will improve _ slightly dled 

but still below last year. | ee lil for several 





Slightly less than May, 
HARDWARE | but about the same as 
| June, 1930. 


May, and_ considerably 
lower than June, 1930. 


| 
| 
About 15% less than | 
| 


| Trade generally optimis- 
| tic. Orders for Summer 


Anticipated improvement | .. b sy 
| lines fair, with moderate 
over May, but slower | volume of Fall and Win- 


than June, 1930. ter orders for future de- 
| livery being placed. 





Increase in life, possibly 
even in casualty, lower 
fire than in May. 





‘in fire and casualty from insurance in May ex- 


Better in life, no change National drive for life 


May. Slightly better in pected to carry over into 


























INSURANCE | in __ tha 
Lower in life and: fire, H : 
| and probably lower in gs ge ge | June and even July. 
| casualty than June, 1930. | ’ : 
oe x = with reg- June, ordinarily the sec- 
ula welers, same or | ond largest month at re- 
Ahead of May, but about | Same as May generally, | poorer with credit Jewel- | fail, cikula eneeed May 
JEWELRY | the same or slightly less noes Ha g BP od th | ers than in May. Com- in total sales, but will 
than June, 1930. sections; and lower than | parisons with June, 1930 enerally fall. short of 
. June, 1930. | vary widely in different | 9 A — 
pe Pa y in aitteren June, 1930. 
; Precedent favors the 
Outlook for remainder of iietet ance sorte possibility of an upturn 
MACHINERY | second quarter for steel affected by marked dull- | in steel demand by Aug. 
tonnage or prices not ness in business gener- | or Sept. Price deflation 
METAL promising. Non-ferrous ally, with little or no ex- | ee has been severe, sheet 
PRODUCTS _ price quotations lowest pectation of improvement prices being lowest since 
in 30 or more years with until fundamental condi- | 1915, finished steel com- 
METALS no hope of improvement tions are on sounder posite price lowest since 
| apparent. basis. May, 1922. 
| With saggin rices in , P P 
‘ : the igtal taattctee stocks Indications in the plumb- 
PLUMBING | Sales weakening. Will be are at lowest point in Fair to good ing and heating indus- 
AND | below May, and consider- years, with little evi- 9 : tries point to a quiet 
HEATING | ably under June, 1930. dence of immediate im- Summer. 
| provement. 
| Should show decided im- Retail stocks being re- Collections steady, with ee 
SHOES | provement over May, but duced to a stable basis. improvement over June, Manufacturing tapering 
| about 5% behind last Lower and in better con- 1930. off. Tanners’ inventories 
| June. dition than June, 1930. | a7 
| | very low. 
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ourself 


IT IS UNLIKE ANYTHING YOU HAVE SEEN BEFORE 


» « « « eXperience 
this mew SAFETY — 
this wew COMFORT — 
this mew BEAUTY— 
. . . in your home! 


AKE a Miller-Somes home. Feel 
its strong, gentle flow of heating 
comfort .... experience this new 
convenience—all the heat you want, 
when you need it, simply, easily. 
Learn what it means to havefaster 
heating of more air at the right tem- 
perature... extra heat that is safe, 
trouble-free and effective. 


See how a Miller-Somes’ grace- 


4a 4 fy fe hy hy hy hoy hn hn fy hn ho, hn, ht, hr, hr, ll, Lr, , Lr, re, Ar, Ms, rn, ls, Mr, dr, 





Miller-Somes 


SAFETY ELECTRIC 
COMFORT HEATER 


A NEW 
MAY 28, 1931 


i 
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fully styled and richly finished cab- 
inet harmonizes with the finest 
room... Then get ready to sell! 


You can sell a Miller-Somes where 
no other electric heater has been 
good enough before—on its safety, 
its comfort, its beauty ... 


@ Sell it for those chilly mornings, 
those raw, penetrating evenings... 
for cashiers in markets ... for va- 
cation cottages . . . for stores and 
offices. Sell it to any family with a 
baby. For the guest room, the base- 
ment or attic recreation rooms— 
it’s just the kind of heat for the 
bathroom, the nursery and the sick- 
room. It’s safe and healthful. It can 
be left on all night. The cabinet does 
not get too hot to touch. 


@ Sell this usable heat that is thor- 
oughly circulated into every corner 
of a room, from floor to ceiling. A 
Miller-Somes operates by natural 
convection ...not an intense beam 
burning on one spot from a small 
coil of wire, but an immense volume 
of air at an enjoyable temperature. 


Prices: 660-watt Natural Mahog- 
any or Walnut finish, retails for 
$21.00; Ivory or Jade Green, $19.00. 
1250-watt, Natural Mahogany or 
Walnut, $28.00; Ivory or Jade Green, 
$26.00. Slightly higher west of the 
Rockies. Satisfactory discounts. 


®@ Sendinatrial order now...or write 
for detailed literature. 


MILLER-SOMES, INCORPORATED 
(For 10 years C. M.S., Inc.) Tarrytown, N.Y. 
369 Lexington Avenue e New York 


Miller-Somes’ heating element is a wide 
flat ‘strip or ribbon of Nichrome metal 
permanently mounted on rigid, moulded 
electrobestos insulators. It delivers all the 
heat you want, but it does not get red hot. 
No moving parts, no servicing! It is based 
upon a different principle and proved by 
years of heavy duty industrial work to be 
rugged, effective, economical... and safe! 


CONCEPTION OF ELECTRIC HEATING COMFORT FOR THE HOME 
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Standard “ROYAL CONSORT” 
(No. 1116) one of the famous 
family of Royal Standards 








Where 
will they 
buy them? 


Women are talking more and 
more about the advantages of 
electrical cooking. 


Women are deciding to buy elec- 
tric ranges. 


Where will they buy them in 
your town? Why not in the stove 
department of your store? 


Many hardware dealers have al- 
ready come to realize that no 
stove department is complete 
today without electric ranges. 
And such dealers are profiting 
accordingly. 


Let us give you the inte.esting 
facts. Write for booklet “What 
is a Hardware Dealer?’’ And ask 
for the new Standard Catalog. 


The 
Standard Electric Stove 
Company 
Toledo, Ohio 





S TAN DARD 
ELECTRIC 
RANGES 
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They Did $2,500 Business in One Day 


(Continued from page 43) 


number of separate sales rung up, 
according to the accurate record 
kept by the cash register in the front 
of the store. 

But all this is not yet the best of 
the story of the celebrated auction of 
DeVries & Van Aller. The auction- 
eer’s method of attack was some- 
thing to cause a professor of psy- 
chology to marvel. Talk about psy- 
chology in business relations! De- 
Vries is a past master at business 
psychology. Right from the start- 
ing gun he announced that this 
was to be an auction, but that no 
matter how enthusiastically the 
crowd would bid, he would allow no 
one to pay the full retail price for 
any item. He said it was not the in- 
tention of the house to make money, 
but rather to widen the circle of ac- 
quaintance and trade for the store. 
So he would accept bids on the mer- 
chandise—competitive bids; but if 
anyone bid an item up higher than 
its retail value he would not allow 
him to pay that much for it. In fact 
he told them he would not allow 
them to pay even the full retail price. 
He wanted no more than a price that 
would figure about 15 per cent below 
the normal retail price of the item. 


Sale Psychology 


Did the farmers believe he was 
telling them the truth? Did they 
trust him to take care of them, in 
case they should bid too much for an 
item? Look. Here’s a pocket knife, 
retail value $2.25. Look again. It’s 
a good looker, and the farmers are 
bidding like mad on it. They’ve got it 
up to $7.50, another bids $8. It’s up 
to $9. Now it has climbed to $9.25; 
now $9.50; now $9.75; and look 
quick, that ruddy faced farmer with 
the sandy hair down over one eye— 
he has bid $20 even for that $2.25 
pocket knife. Will DeVries let him 
have it? Listen to DeVries, the auc- 
tioneer: 

“That’s enough,” shouted the auc- 
tioneer. “When a man has the guts 
to bid $20 on a pocket knife like that, 
I haven’t even got the brass to charge 
him the regular retail price of $2.25. 
Fact I haven’t got the brass to charge 
him a darn cent, if he’s as game as 
that. Here, friend, take it home with 
you, with my compliments.” And 


DeVries threw the knife into the out- 
stretched hands of the bidder. 

How about that for a stroke of 
psychology? DeVries _ practiced 
more native psychology in that sale 
that afternoon, than the average 
crack professor of psychology 
teaches a class in nine months in 
college. The crowd went wild. The 
knife incident was not the only one 
in which DeVries proved that he 
meant what he said—that he would 
not allow’ a bidder to get stung, no 
matter how recklessly he might bid. 
Over and over again the auctioneer 
himself beat the price back down, 
after the enthusiastic and reckless 
bidders had run it too high. Con- 
fidence was growing, layer on layer. 
All fear of over bidding vanished 
from the minds of everyone in the 
audience, and the bidding was free, 
fast, and furious. 


700 Farmer Customers 

No less than 700 farmers were in 
the store during the afternoon, some 
just shopping at the counters, but 
most of them attending the very in- 
teresting auction sale in the back. 
They were supposed to register their 
names, together with some informa- 
tion as to whether or not they own a 
radio, what kind of heating plant, 
and all that kind of thing. Well 
hundreds of them registered, and a 
very valuable prospect list was thus 
obtained, but fully half of them did 
not register. They were too busy at- 
tending the auction, and listening to 
the whoopee that went with it. Yes, 
and they wanted to be in line for 
some of the prizes, for you never 
could tell about this man, DeVries. 
Now and then he would toss a per- 
fectly good pocket knife out into the 
audience, just to see them scramble. 
And how the crowd did stick with 
him, and how they did bid on his 
merchandise. 

Who can name all the items sold 
on that memorable day? Here are 
a few high lights that indicate what 
DeVries and his helpers were so busy 
about all afternoon at the auction. 
The auction moved just a little in ex- 
cess of 500 gallons of paint out of 
the paint department alone that after- 
noon. Yes, and the auction moved 
13 electric and gasoline washing 
machines, all in the one afternoon. 
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Some hardware retailers consider 13 
washers a fairly good record for a 
year, but DeVries, by applying his 
auctioneer pschology to the situation, 
moved the 13 in one-half day, and 
still had a profit. 


“Will we do this again next year?” 
DeVries repeated when asked the 
question. “Yes, but the only thing we 
are worrying about now is what to do 
with the crowd; for we'll have even 
a bigger crowd than this year.” 
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Gifts for the June Bride 


ACH June it is the custom 
KL of the W. C. Lyon Com- 

pany, a progressive hard- 
ware firm in Durham, N. C., to 
install a window display which 
features gift suggestions for June 
brides. Such displays have prov- 
ed very profitable to the store, 
according to W. C. Lyon, Jr., 
who says many calls for wedding 
gifts are created through this 
medium. It has been the experi- 
ence of the firm that many items 
in the average hardware stock 
are especially appropriate for 
wedding gifts. Also that when 
many of these articles are sold 
for this purpose that the trans- 
action is the inception of several 
other sales, such as are started 
when an initial order of china 
is sold to the consumer. The re- 
cipient usually returns to the 
store to add to the original set. 
This is particularly true of high- 
grade glassware and table silver- 
ware. 


The benefits of a June wedding 
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gift window have a lasting effect 
as the firm declares it is not at 
all unusual for customers to call 
for certain articles shown in the 
window six months after the dis- 
play had been removed. The 
June bride display as arranged 
by the store last year is illus- 
trated. In this particular dis- 
play the \merchandise featured 
included glass baking ware, 
table silverware, electrical ap- 
pliances, plated hollow ware and 
fancy glassware. 

The background consists of 
apple green and white crepe 
paper streamers suspended from 
the ceiling. The bride is a painted 
cut-out on wallboard. A white 
cloth was draped over the steps 
upon which the cut-out stands. 
Apple green crepe paper was 
used on the floor. White wed- 
ding bells were hung from the 
ceiling. White crepe paper 
streamers, cut in an arch shape, 
were used next to each pane on 
glass. 
























the Custom: 
vho demand: 
tie best—KL EX'S 








Your Jobber 





Good workmen know good tools. 
Your custgmers appreciate the 
finest in pliers—this finest is 
Kleins. Klein Pliers, 


with master workmen and public 


standard 


utilities ‘‘since 1857° are made 
in a wide variety of sizes and 


styles to meet every requirement. 


You should have a complete line 
of Klein Pliers in stock. Order 


through your jobber. 


Mathias & Sons 


3200 BELMONT AVE., CHICAGO 
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PROFIT MAKING 
HARDWARE SPECIALTIES 








KEES 


Household 
Ice Tongs 
Sell 
Readily 





Kees 


readily to customers of “cash and 


Household Ice Tongs sell 
carry” ice stations, ice dealers, stores, 
campers, etc. Concave pressed steel 
handle, non-binding steel chain links. 
Jaws open 14 inches. 150-lb. capac- 


ity. Attractively lacquered in red. 


Send for prices and catalog of many 
other Kees hardware specialties. 


F. D. KEES MFG. CO. 


Beatrice, Nebraska 














Speed Up 
the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don’t wait for the 
iobber’s salesman. 
You may forget. 
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How Sullivan-Freeman Turn China and Glass 
Four Times a Year 
(Continued from page 47) 


asked. “Well,” he replied, “first 
I'd advise them to keep their 
places spick and span, and use 
plenty of light—the more the 
better. Next, I’d advise the ar- 
rangement of china into sets; the 
comparatively low priced break- 
fast sets sfart the customer buy- 
ing. Then I would advise deal- 
ers to carry a line just above 
that carried by the chains and 
below that of the jeweler. Final- 
ly I would advise them to keep 
up with the new goods.” 

“What percentage of custom- 
ers in the department are 
women?” we asked. “About 95 
per cent,” he replied, “except at 
holiday time, when men are pick- 
ing out presents.” 

“How about buying?” we 
queried. “I’ve only one tip in 
regard to that,” he said: “Don’t 
buy any patterns of china that 
are not carried in stock in this 
country.” “Is the line profit- 


able?” we asked. “Yes,” he 
answered; “profitable in itself 
and also in drawing people into 
the store. China and glass carry 
better than the average mark-up, 
and we turn our stock about four 
times a year.” 

The Sullivan-Freeman Co. 
gets its customers, coming and 
going. If the basement view 
fails to win them as they enter 
the store, the customers face a 
unique, interest compelling dis- 
play as they leave. It is in the 
form of miniature show windows 
—one on either side of the front 
door—trimmed with especially 
attractive glass or china. A 
neatly lettered card informs the 
trade that the china, glass and 
gift department is in the base- 
ment. It works to perfection. 
That’s one of the reasons why 
that $10,000 stock turns four 
times a year and yields a profit 
at every turn. 





Pride as a Factor in Making Sales 


(Continued from page 49) 


may kick at the price but he will 
brag about it to his friends after- 
ward. If you sell him a cheap, poor 
article he will forget the price and 
call you a flim-flammer for selling 
it to him. When a customer asks 
for an article and you know he 
can afford it, show him the best 
you have. If you are not sure, at 
least show him something above 


the average. Never show the 
cheapest. It is easier to drop a 
grade than to climb: one. Talk 
quality, value and what the article 
will do. Appeal to his pride 
rather than price. You will soon 
find your sales growing and the 
profits growing with them. After 
all, the profits that pay 
salaries. 


it’s 





Issue Book on Weldless 
Chain and Attachments 


A new book of information on weldless 
coil chain and attachments has just been 
issued by American Chain Company, Inc., 
Bridgeport, Conn. 

It is profusely illustrated throughout 


with actual size illustrations of the ACCO 
line of weldless wire and flat metal chains 
and many different attachments and 
specialties. Anyone who uses chain of this 
character will find it of value, as its gen- 
eral arrangement makes it a comparatively 
easy matter to select just the proper weld- 
less chain for any purpose. 


HARDWARE AGE 























Give ‘em 
what 
They Want! 
LEPAGE’S 
Cold Water 
WALL SIZE 





No. 620 


Mix in Cold Water 


Even the home-owner, as well 
as the painter and paper hanger 
follows the line of least resis- 
tance. That’s why they prefer a 
wall size that doesn’t require a 
lot of “fussing’—boiling water 
etc. With Le Page’s you just 
add cold water and stir it into 
solution. 


A size must make a good foun- 
dation on new or old walls— 
hard, smooth and firm—the kind 
given by Le Page’s. 

With the name Le Page’s on the 
package, you can pass this prod- 
uct over your counter with full 
assurance that it has all the 
qualities of a high grade size. 


Then too, these cartons lend 
themselves to window and coun- 
ter displays. If you start your 
trade using these one-pound 
cartons, they can also buy it in 
bulk, because it is packed in 200, 
300 and 450 Ib. barrels. 

Many of the smart dealers in all 
parts of the country are displaying 
this size to get their share of this 
business. A couple of 50 Ib. cases 
will serve as a starter. It'll pay vou 
to sell profitable items, especially this 
year. ° 


Russia Cement Co. 
Gloucester, Mass. 














MAY 28, 1931 





How Pennsylvania Hardware Store 
Maintains Sales Volume 


(Continued from page 48) 


men, and he believes that the 
store will be able to make a bet- 
ter profit than if 35 or 40 re- 
frigerators and as many more 
radio sets were sold by outside 
men. Mr. Simon also expressed 
the belief that outside salesmen, 
especially in smaller communi- 
ties, are a thing of the past. He 
explained that most persons liv- 
ing in or near small towns con- 
sider the door bell ringer a 
“pest” and that the sales from 
this method do not warrant the 
attendant expense. 

Midget radio is very active at 
present, and prospects who first 
became interested in them can 
often be switched to a set of the 
larger type. The average sale 
now runs about $75. The most 
popular console model is priced 
to retail at $119.50. Mr. Simon 
emphasized the fact that the 
lower price and a consequent 
smaller profit on midgets de- 
manded smaller selling expense 
than the higher priced sets. 


As Package Merchandise 


When possible the store endeav- 
ors to sell midgets as package 
merchandise, giving the demon- 
stration, if one is required, in 
the store, and discreetly sug- 
gesting, in some instances, that 
the purchaser take the set home 
in his car and install it himself. 
Selling costs become excessive 
when midgets have to be de- 
livered to the home of the pros- 
pect, -installation made and 
demonstration given, then pos- 
sibly a trip back made to close 
the sale. 

In recent months, the store has 
not extended terms of sale as 
much as formerly. It is now the 


strict rule that the amount of the 
down payment must be more than 
the monthly payment. Small 
down payments were found to 
result in too many repossessions. 
In such cases, when it becomes 
necessary to take back a set be- 
cause the purchaser has failed to 


meet his obligations, the fact that 


the model has doubtless changed 
in the meantime makes for fur- 
ther loss. However, the store 
has had no diffitulty in disposing 
of sets which were repossessed 
but usually at a sacrifice price. 
Trade-ins as a rule are avoided. 
The only exceptions are that in 
a few instances, where the firm 
believes it derives some adver- 
tising from the fact that sets are 
used in semi-public places such 
as lodge rooms and fire stations, 
trade-ins are permissible provid- 
ing an excessive allowance is not 
demanded. 

Not infrequently, Mr. Simon 
declares that a chain of ten or 
more radio sales will result from 
one satisfied customer and in 
recognition of the importance of 
this factor it is the store’s code 
to do everything possible to keep 
their ‘customers pleased in every 
respect. 

Both newspapers and direct- 
mail forms of sales promotion 
are used with good effect. 

In the past billboard advertis- 
ing was also extensively used, but 
recently Mr. Simon reports that 
the general public and some civic 
organizations have exhibited an- 
tipathy toward billboards, con- 
tending that they are unsightly 
and that they mar the beauty of 
the roadside. As a consequence 
it is the plan of the firm to dis- 
continue outdoor advertising on 
this account. 
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Attractive Hammer Display 


To give further help at the point of sale, we have 
designed a hammer display that will create interest 
and demand attention. When care is taken to locate 
this display in the most strategic place in your 
store, you will be enthused over its pulling power. 


By featuring the “Balance” of the Maydole line 
and the suggestion to customers “Try It For Your- 
self,” this display offers a silent suggestion which 
is often the creator of many sales. 


Write for one today—and when you have re- 
ceived it and placed it properly in your store, 
point it out to your customers. It carries a powerful 
selling message. 


When writing, ask also for printed liter- 
ature on the Maydole products—we have 
a quantity for you. 


David Maydole Tool Corporation 
Norwich, New York 
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Price Trends and Trade Recovery 


OMMODITY price trends furnish some indication 

of underlying economic conditions and may be 

helpful as an indicator of the future of trade, but 
an error may be made in the weight attached to the phe- 
nomena. There is reason to believe that too much weight 
is now being given them. Naturally enough there is a 
strong disposition to gage the future by the past, to 
derive formulas from the course of affairs in other de- 
pressions, but one must remember that depressions are 
quite different, both as to the things which brought them 
on or, to speak more broadly, the conditions which pre- 
ceded them, and-as to the conditions, both physical and 
mental, existing during the depression. 

It is a loose generalization that prices fall during a 
depression, for the fact that it is substantially true does 
not cover the ground. Prices have declined when there 
was no depression. From the close of the Civil War to 
about 1897 prices declined almost continuously and at 
much the same percentage rates. Some observers have got 
around that point by generalizing that after a big war 
prices decline for about 30 years, citing the experience 
just mentioned and that after the Napoleonic wars and 
our own war of 1812. The number of citations is quite 
small, and why should the period be 30 instead of 20 or 
40? There is an obvious principle that, other things being 
equal, prices would naturally trend downward through 
improvements being made—more efficiency, discovery of 
natural resources, etc. There is always some cause that 
starts prices upward, the movement being in essence an 
interruption of the decline. 

Particularly dangerous is the practice of judging the 
whole thing by an average of prices, no matter how scien- 
tific the weighing of the various commodities may be. 
What is the correct weighing for one time is not the cor- 
rect weighing for another time. There is about the same 
quantity of wheat in the average budget as in 1915, but 
in that year only one-tenth as many budgets included the 
maintenance of an automobile, whereby wheat in the same 
volume would now represents a smaller percentage of the 
budget. Innumerable illustrations can be drawn along 
that same line. 

Likewise there is danger in comparing prices of differ- 
ent groups of commodities, whereby one might be moved 
to say that certain commodities have not declined enough 
to satisfy his formula of what has to happen before the 
foundation of recovery is laid. Given a period of un- 
changed average price of all commodities, there will be 
upward movements in some and downward movements in 
others, so why not marked variations when the general 
average is moving? 

In past depressions there was a theory that prices 
needed to come down to an extent that would “attract 
capital,” and when business recovered the economists were 
disposed to say: “There; what did I tell you?” One 
can fancy no such attitude on the part of capital now. 
Capital is not worrying about costs now, but about safety 
of principal. Given a promising project, capital will not 
wait for lower costs. It may feel that a given project is 
not promising now because patronage would be doubtful 
while some time in the future patronage would be assured, 
but that would not be a matter of waiting for costs to come 
down.—The Iron Age. 
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Noah’s Pitch 
Now in Tubes 

The Philip Carey Co., Lockland, Cincin- 
nati, Ohio, now offers Noah’s Pitch in 
1%-lb. and 134-lb. tubes. It is a soft com- 
pound made of waterproof oils and as- 
bestos fiber. The pitch may be squeezed 
out of the tube into the cavity, or may be 
applied with a stick or a putty knife. The 
maker states that it hardens quickly, but 
does not get brittle. It is offered for stop- 
ping leaks in roofs, gutters and around 
: chimneys, windows and foundations. Sug- 
ities gested retail selling prices are: 1-lb. tube, 


50c., and 134-lb. tube, $1.00. 








Atwater Kent 
Compact Radio 


The Atwater Kent Golden 
Voiced Compact with Pentode 
tube is offered by Atwater 
Kent Mfg. Co., Philadelphia, 
Pa. Model 84 employs a pen- 
tode tube in a_ super-hetero- 
dyne circuit. It is a 60 cycle 
A. C. type, six tube model, 
listing at $69.50. Some of 
the features of this medel are 
Atwater Kent  quick-vision 
dial, antenna adjuster, giving full efficiency on antenna; ar- 
mored chassis of heavy-gage steel, fully shielded to prevent 
radiation, and Cathedral Gothic cabinet design. On either 
side of front are graceful pilasters of matched butt walnut 
with sides of selected striped walnut. Speaker grill is 
decorated with walnut Gothic fretwork. Dimensions are 
19 x 1554 x 95% in. , 








ABC Spinner 
Washer No. 77 
ABC Spinner 
washer No. 77 has 
centrifugal _water- 
remover and is de- 
signed to sell for 
the suggested retail 
selling price of 
$129.50. Tub is 
round with all sur- 
faces curved for 
greater ease in 
cleaning. Tub and 
dryer compartments 
are finished in 
porcelain enamel in 
the enameling plant 
of the maker, Altorfer Bros. Co., Peoria, Ill. Operating mech- 
anism is sealed in steel and a permanent bath of oil. Parts 
and fittings exposed to water have been rustproofed by the 
Udylite process. 
returns suds to the washer and rinse water to the tubs in 
one operation, without a pump. The No. 77 rinses, blues. 
starches and dries. It is equipped with two-lever control, 
cone type brake, integral part of clutch and will wash and 
damp-dry 7 lb. of wash simultaneously. Motor is 14 hp. 
oversize capacity. Washing compartment is one-piece, seam- 
less Armco metal tub’s agitator is 4 fin all aluminum type. 
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Revolving turret locks in any position and ! 






























There Should 


A Little Giant Fruit Jar 
Wrench that seals and releases 
a Mason jar lid with ease. 


Neat, compact, and easy to 
handle. 
An aall-service, nickel silver 


heavy duty spoon that will not 
tarnish. The hard rubber grip 
facilitates handling. 


The Arcade Steel Ice Pick 
with heavy nickel plated head 
that is flat on one side and will 
not roll. The heavy head is 
particularly adaptable to crack- 
ing ice in the hand. The point 
is of the finest steel, carefully 
ground and_ hardened. Also 
wood handle ice picks. 


A Steak Pounder, with wooden 
handle and nickeled head. 


Timble Irons, fluted round, 

diamond, oval, heart and square. 

\ They have a nickel plated cast 

iron head that holds the heat 
and produces best results. 


The Cake Turner that is 
strong, well shaped and easy to 
handle. 


A single bladed Mincing Knife 
with a full nickel plated hollow 
cast iron handle. 


The Bottle Opener that re- 
moves the cap and may be used 
as a cork to keep the bottle 
air-tight until it is empty. 


A Can Opener that opens the 
can quickly and cuts the edges 
clean and easily. 

A convenient, small Screw 
Driver, with a_ nickel plated 
finish. The Tack Hammer that 
will find a place in every kitchen 
drawer. 

While the Arcade Salt Boxes 
and Gem Mop Handles have been 
popular standbys in homes for 
years. 


Write for Catalog 


Ask Your Jobber for Prices 


ARCADE 


HARDWARE 
WS 


CAST 
IRON 


Arcade Manufacturing Co. 
FREEPORT, ILLINOIS 


NEW YORK DALLAS 
200 Fifth Ave. D. D. Otstott 
CHICAGO Ine. 
Merchandise Mart Santa Fe Bldg. 
J. T. ROWNTREP 
San Franciscco Salt Lake City 
Los Angeles Seattle 
Denver Portland 
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graphite forms a 

protective layer prevent- 
ing metallic contact. This 

is the basic reason for the long 
wear and freedom from trouble 
when bearings are lubricated 
with DIXON’S Graphite Grease. 


By keeping bearings supplied 
with this lubricant, their life is 
extended indefinitely, adjust- 
ments being necessary only after 
long periods of service. A graph- 
ite-polished bearing surface re- 
duces friction to a minimum. 


DIXON supplies Graphite Cup 
Grease in six degrees of hard- 
ness. Tell us the conditions and 
we'll advise which DIXON Prod- 
uct to use for better service. 


Motors Compressors 
Stokers Machine Tools 
Line Shafts Conveyors 
Pumps Fans 

Engines 





Joseph Dixon Crucible Company 


S 


Ace \ 


New Jersey 


DIXON SERVICE 


Jersey City 
104 YEARS OF 








When *the Architects’ Club 
in the city of London gave a 
banquet for Eric Mendelsohn 
they tried the novelty of 
“speeches before meals,” and 
the addresses were so short 
and bright and snappy that 
the members voted to retain 
the practice. 


Absent - minded _ Salesgirl 
(as date kisses her good 
night): “Will that be all?” 


Nurse: “Professor, a boy 


has arrived.” 
Professor (absent-minded- 
ly): “Ask him what he 


wants.” 


She was absent-minded, but 
pretty. She approached the 
counter in a hardware shop. 

“Have you any whiskers?” 
she asked the assistant who 
hurried forward. 

The poor fellow blushed. 

“I beg your pardon, ma- 
dam,” he stammered. 

“T came to see if you have 
any whiskers,” repeated the 
girl. 

For the moment the assis- 
tant thought his senses must 
have left him; then he con- 
cluded that the young woman 
must be mentally deficient, 
and he looked pityingly at 
her. 

At this juncture a_half- 
stifled giggle from a lad stand- 
ing near the customer reached 
her ears. Then she realized 
her blunder. 

“Oh, of course, of course,” 
she gasped; “I mean egg- 
whiskers.” 


A school teacher instructing 
her class in composition said: 
“Now children, don’t attempt 
any flights of fancy. Don’t 
try to imitate the things you 





Compiled by 


Justin PHuNN 


have heard, but just be your- 
selves and write what is really 
in you.” 

- As a result of this advice, 
one youngster turned in the 
following composition: 

“T ain’t goin’ to attempt no 
flite of fancy; I’m just goin’ 
to write what’s in me, and I 
got a hart, a liver, two lungs, 
and some other things like 
that; then I got a stummick, 
an it’s got in it a pickle, a 
piece of pie, two sticks of 
peppermint candy and my 
dinner.” 





A pedestrian had fallen 
into a manhole and called for 
help. 

“Dear me,” said a gentle- 
man who happened along. 
“Have you fallen into that 
manhole?” 

“Not at all,” was the re- 
ply. “As you seem _ inter- 
ested I will say that I just 
happened to be down here 
and they built the pavement 
around me.” 


AMONG THE WANT ADS 
IN LONDON 


Gentleman wants shooting. 

Widow wants washing. 

Wanted a horse to do the 
work of a country minister. 

Wanted by a young woman, 
her passage to Canada, will- 
ing to take care of children 
and a good sailor. 

Inventor of a new type go- 
cart, wishes to meet financier 
to push same. 

Mr. Furrier begs to an- 
nounce that he will make 
furs, coats, etc., for ladies out 
of their own skins. 





“Times certainly have 
changed,” sighed Smith. 

“How so?” asked Robinson. 

“Why, at a little family 
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party last night, the women 
talked politics while the men 
got off in a corner and ex- 
changed recipes.” 





“Waffo’ you sharpenin’ at 
razuh?” 

“Woman, they’s a paih o’ 
gemmun’s shoes under 
bed. If they ain’t no nigguh 
in them shoes—Ah’m gonna 
shave!” 





Bank Client: “Halloa! 
What’s become of the old 
cashier?” 

New Cashier: “He’s gone 
away.” 

Client: “For a rest?” 

New Cashier: “No; 
avoid arrest.” 


to 


Norman: “Wonderful night, 
a beautiful girl—what a com- 
bination.” 

Cora: “Heavens, 
showing, too?” 


is that 


Tom, Tom, the piper’s son, 

Stole a kiss and away he run; 

But the girl sued Thomas 

For breach of promise, 

Period, semicolon, dash, two 
commas. 


A saxophone is produced 
in America every forty sec- 
onds—or so we are told. It 
was estimated that if they 
were all piled in one place 
in the Sahara Desert, it would 
be a very good idea. 





Mrs. Smith: “My husband 
talks in his sleep. Doesn’t 
yours?” 

Mrs. Jones: “No, and it’s 
so exasperating. He only 
smiles.” 


Polite Little Person: “I’m 
afraid you’re in the wrong 
seat, sir.” 

Burly Individual (reassur- 
ingly): “You’ve got nothing 
to be afraid of, mister, so long 
as you don’t try to move me.” 





“Well, Joe, old kid, I landed 
a job in a drug store.” 

“Why, I didn’t know you 
could cook.” 
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“How old is that flapper?” 
“In her early nicoteens.” 


“Has you made all arrange- 


ments for your marriage, 
Mandy?” 
“Well, not quite, Dinah. 


I’se got to buy a trooso, an’ 
rent a house, an’ get mah 
husband a job, an’ buy him 
a good suit o’ close an’ get 
some regular washin’ to do. 
An’ when them’s done ah kin 
name the happy day.” 





Small Girl: “Mother, if I 
grow up, will I have a hus- 
band like papa?” 

Mother: “Yes, dear.” 

Small Girl: “And if I do 
not get married, will I be an 
old maid like Aunt Susan?” 

Mother: “Yes, my dear.” 

Small Girl: “Well, I am in 
a nx,” 


Little Mary (getting her 
first sight of a peacock): 
“Look quick, Auntie. One of 
your chickens is in bloom.” 





Mistress: “Mary, I found 
a large cobweb in the dining- 
room. How do you account 


‘| for it?” 


Maid (brightly): “I think, 
mum, it must be the spiders.” 


Definition: A pedestrian is 
a man looking for the place 
where he parked his car. 





Q. I have been afflicted with 
heart trouble for several years. 
What can I do to relieve this 
malady? 

A. I would advise you to 
marry the girl. 





Q. I have noticed that all 
the girls have very red lips. 
What causes this? 

A. They were weaned on 
catsup bottles. 


Q. Is Chicago as tough as 
the papers say it is? 

A. It sure is. Just the 
other day a woman became 
angry at her husband and hit 
him over the head with the 
baby, in that awful city. 
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Strong Program Offered at Southeastern Convention 


(Continued from page 57) 


dealers contributed their views on the 
various problems propounded with the 
results that much helpful information 
was divulged. 

At the Wednesday afternoon session, 
which was formally opened by Presi- 
dent Noojin, W. J. Baird, president of 
the Tennessee Association had charge 
of the Question Box, which was first 
feature on the program. As lists enu- 
merating the questions to be asked were 
distributed in advance, interest in the 
forum discussion was keen and many 
members took part by expressing their 
views on the topics which were dis- 
cussed. 

Veach C. Redd, hardware merchant 
of Cynthiana, Ky., was the only fea- 
tured speaker on the Wednesday after- 
noon program. His subject was “Man 
and Management.” Mr. Redd declared 
that “everywhere we go we hear the 
familiar cry, ‘What’s the matter with 
business?’ until I wonder sometimes if 
we do not substitute what seems to be 
public opinion, as the voice of Amer- 
ica, for hard work, good management 
and sound, hard thinking to find a way 
out.” Citing statistics of the past year’s 
production and sales in record-break- 
ing volume in many lines and strongly 
sustained volume in others, he declared 
“the figures from the Department of 
Commerce show that there are more 
idle tongues than idle hands.” Many 
points brought out in Mr. Redd’s ad- 
dress have previously appeared in 
Harpware AGE in several articles re- 
lating to his store and merchandising 
methods. 


Officers Elected 


Upon reports of the nominating com- 
mittees, the following officers were then 
elected: 

Southeastern—W. C. Waddell, presi- 
dent, Greeneville, Tenn.; R. A. Norris, 
first vice-president, Covington, Ga.; 
Charles A. Campbell, second vice-presi- 
dent, St. Petersburg, Fla.; B. H. Mat- 
thews, third vice-president, Camden, 
Ala. 

Alabama—J. M. Thompson, presi- 
dent, Boaz, Ala.; Charles R. Rew, vice- 
president, Leeds, Ala. 

Florida—Lester McClung, president, 
Clearwater, Fla.; B. C. Kickliter, vice- 
president, Sarasota, Fla. 

Georgia— — Roy Breen, president, 
Jesup, Ga.; Alex. Hall, vice-president, 
Moultrie, Ga. 

Tennessee—W. C. McGee, president, 
Jackson, Tenn.; R. P. London, Jr., 
vice-president, Johnson City, Tenn. 

As previously stated, Walter Harlan, 
Atlanta, Ga., was reelected to serve as 


86 


secretary-treasurer of all five organ- 
izations. 

The closing feature at Wednesday 
afternoon’s session was conducted by 
President Noojin and was what he 
termed a “Dealer’s Clinic.” In this 
forum discussion only dealer members 
were admitted and grievances that deal- 
ers have had in their relations with 
certain jobbers and manufacturers 
were talked over. 

The Thursday morning session was 
called to order by President Noojin 
and was featured with an address on 
“Modern Merchandising,” by Paul J. 
Stokes of the National Retail Hard- 
ware Association, Indianapolis, Ind., 
an address on “The Necessity for Bet- 
ter Merchandising,” by W. C. McGee, 
McGee-Ross Hardware Co., Jackson, 
Tenn., and a question box discussion, 
led by J. E. Robinson, president of the 
Georgia association. The program con- 
cluded with the installation of newly 
elected officers. 


Efficient Merchandising 


Mr. Stokes declared that “efficient 
merchandising is getting goods into the 
hands of the customer in the most effi- 
cient manner at the lowest price possi- 
ble for the goods and service rendered.” 
Distribution, he said, is on trial as 
never before, and the merchant who 
does the job best, on the above theory 
of merchandising, will get the business 
and survive the battle for a continu- 
ance in the world of business. He then 
proceeded to give several examples of 
what several merchants have accom- 
plished through applying modern mer- 
chandising practices in the conduct of 
their businesses. In conclysion, he said: 
“Knowledge means nothing unless we 
act on it. No store gets anywhere with- 
out efficient management and no man- 
agement is possible without the man. 
Get knowledge, then act on it.” 

W. C. McGee, Jackson, Tenn., was 
then introduced by President-elect 
Waddell as the next speaker. Mr. Mc- 
Gee emphasized the fact that success- 
ful retailing has become a science. In 
meeting competition, he advocated the 
use of leaders, and related his per- 
sonal experience in using them to at- 
tract trade. Some articles which he 
said had been successfully used by his 
firm in this manner were: Ice cream 
freezers, golf clubs, 35 piece sets of 
dinnerware, dairy pails, cream cans 
and similar items. The best selling 
special items, he declared, were those 
that had an appeal to the woman cus- 
tomer. In bringing his address to a 


close, Mr. McGee strongly advocated 
the more extensive use of open display 
methods coupled with good values and 
advertising as the most effective ave- 
nues to profitable results. 

J. E. Robinson, president of the 
Georgia association, conducted the 
question box feature at the Thursday 
morning session. Several important 


_questions were discussed by well-in- 


formed dealers on the subjects, with 
the result that many beneficial sugges- 
tions were brought out. 

Reports were then received from the 
convention committees. Secretary Har- 
lan spoke briefly on “the wise counsel 
and fine cooperation accorded him dur- 
ing the past year by President Noojin 
and other association officers. The 
newly elected officers were then intro- 
duced. In addition to adopting the 
resolution protesting the entry of pub- 
lic utilities in the merchandising field, 
which has been previously mentioned, 
the report of the Resolution Committee 
included an expression of approval for 
the splendid work of Secretary Harlan 
and of .Mrs. Harlan in handling the 
social activities of the convention. 
Thanks were also expressed to all oth- 
ers who had contributed to the success 
of the meeting. 


Entertainment 


The social side of the convention 
was featured by a series of entertain- 
ments for the ladies, under the guid- 
ance of Mrs. Walter Harlan, wife of 
the secretary. 

Tuesday evening the dealers and 
their wives were guests of the Atlanta 
Hardware Jobbers, Beck & Gregg 
Hardware Co., Dinkins-Davidson Hard- 
ware Co., Sharp-Zachery-Horsey Hard- 
ware Co., and Simmons ‘Hardware Co, 
at a theater party at Keith’s Georgia. 

Wednesday evening everyone was in- 
vited to attend the showing of the film 
“Romance of the Reaper,” at the At- 
lanta Womans Club, 1140 Peachtree 
St. This was followed by an informal 
dance. 

Wednesday, May 13, there was a 
luncheon for the ladies at East Lake 
Country Club, with about fifty visit- 
ing ladies present. Thursday morning 
the ladies were shown some of the 
beauty spots of Atlanta, visiting some 
of Atlanta’s most beautiful gardens. 

Practically the only thing to mar the 
occasion was the absence of the late 
Hamp Williams, Hot Springs, Ark., 
who was then desperately ill. Several 
other familiar faces were also absent 
due to illness. 
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COMPANY 
puts its cruisers together with 


AMERICAN SCREWS 


NOWHERE has the slo- 
gan “Put It Together 
With Screws” a more signi- 
ficant application than in the 
yards of a yacht builder. 


The Matthews Company, 
after considerable experi- 
mental work, decided to put 
its cruisers together with 
American Screws and has 
done so ever since. 


American Screws have gim- 
let points which are easy to 
start, true- running threads 
which are easy to drive and 
deep slots and tough heads 





which make insertion easy. 008 Tie 

$ 
Your Jobber Can Supply You Ls uF 
WOOD TIRE STOVE MACHINE 
SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE.R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH SE.CHICAGO.ILL. 


Put lt Together With Screws 


ed 
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Make This 


“DESK TEST?" 


F you’re looking for the livest novelty of the year and 
want to MAKE SURE your selection is right, just 
try this: Put a THERM-O-CLOCK on your office 

desk or living room table at home and hear the com- 
ments. You'll quickly have proof that here is an article 
of real appeal, that combines every element you want 
for a fast-moving piece of merchandise. 


THERM-C)-CLOCK 


is brand new and is based upon a novel and revolu- 
tionary principle of registering temperatures. It is faster 
than any other method and absolutely accurate. 


THERM-O-CLOCKS come in beautiful Bakelite and 
Aldur cases in a wide range of exquisite finishes and 
pastel colors. Price $1.50. Handsome appearance as 
well as permanent utility make them outstanding values. 


Thousands of THERM-O-CLOCKS will be sold this year 
and now is the time to go after your share of this profit- 
able business. Mail the coupon 
below for “DESK TEST” 
sample or for full information. 





THE THERM-O-CLOCK CO. 
304 S. Fountain Ave., Springfield, O. 


¢ j 00 BRINGS 
SAMPLE 


The Thermo-O-Clock Co., 
304 S. Fountain Ave., Springfield, O. 


[] Send literature and full details. 


[] -$1.00 enclosed, send sample. (This money returned 
when order for 1 doz. or more follows.) 
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I" 
A BIRD IN FLIGHT 


HE old-style caster is a thing of 

the past .. . today, every progres- 
sive hardware dealer sells acmEs—the 
ball-bearing casters. 


ACMES roll easily, smoothly, silently and in 
any direction. ACMES protect the floor, rugs, 
and carpets. Friction is entirely eliminated. 


Easily Sold—Generous Profits 


ACMES are very easily sold. All you have 
to do is to show the customer an- ACMF 
Caster. Roll it on the counter or on the 
palm of your hand. A demiousiration in- 
variably results in sales. 


ACMES exactly meet the popular demand and 
meet the constantly increasing need for a 
free-rolling, frictionless, noiseless caster. 


The Schatz Manufacturing Co. 
POUGHKEEPSIE, N. Y. 





BALL BEARING 


Casters 






























Business Reply Cards and 
Envelopes Effective 


NCREASED collections, additional mail orders, 
| and replies to inquiries represent the advan- 
tages of using Business Reply Envelopes and 
Cards in any hardware store desirous of inaugurat- 
ing new systems that will be profitable to their oper- 
ations. 

The Business Reply Envelope and Card are being 
rapidly adopted by the retail trade because they 
offer possibilities of increasing income at a nominal 
cost. The financial outlay is negligible inasmuch as 
it is only necessary to increase the stationery ac- 
count by having a generous supply of envelopes and 
cards printed in accordance with government regu- 
lations regarding this particular form of postal priv- 
ilege. All that is necessary to put this silent work- 
man in operation is to secure a permit from your 
local postmaster who is in a position to explain the 
requirements necessary in obtaining the permit. 

As a collection stimulant the Business Reply En- 
velope is invaluable due to the fact that when it is 
used as an inclosure with your monthly statements 
a greater percentage of accounts will be paid by re- 
turn mail, whereas without this means of remittance 
the customer is inclined to defer payment of his 
account until such a time as he is conveniently near 
the store. 

In the course of making credit inquiries it is ap- 
propriate to inclose a Business Reply Envelope and 
it is reasonable to assume that replies to your in- 
quiries will be more readily answered. 

In conducting a mail order business in connection 
with your regular sales efforts the reply envelope 
serves to advantage in increasing your orders. This 
is especially true in rural communities, because 
stamps are not always available and the handy fea- 
ture of mailing the order in a postage paid envelope 
appeals to the thrifty buyer. There is also that ele- 
ment to be taken into consideration that a customer 
is of the opinion that he is taking advantage of you 
by sending his order postage collect. This in a sense 
is economical advertising. 

The fact that you can account for every cent ex- 
pended in this manner is gratifying inasmuch as 
there is no loss involved in sending out stamped 
envelopes which are never utilized and returned in 
serving the purpose for which they were intended. 
This alone is sufficient reason for adopting this 
latest postal convenience as a matter of economy. 
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your 
fan stock 


is complete 


Check it carefully now— 
before the season actually 
begins. See that you have 
Signal fans in the various 
sizes and prices 4 + + 


If your Signal stock is 
complete, you have a fan to 
meet every need and a price 
range in keeping with that 
need 4 + 1+ 

Signal is a complete line 
of fans 4 + + 


It’s a line dealers can sell. 
Each fan is a dependable 
fan, equipped with a depen- 
dable Signal motor—either 
Universal or Induction. Sig- 
nal Induction motor fans do 
not interfere with radio re- 
ception. These fans will be 
popular this season 4 + 


See your jobber now—if 
your Signal fan stock is not 
complete. Your jobber is 
ready tohelp you 4 4+ 


Signal Electric 
Mfg. Co. 


Menominee, Michigan 


Manfacturers of Electrical Fans and Appliances 











It’s canning time 
Display Conservo 


Recognized everywhere as the common- 
sense big capacity canner. Approved and 
endorsed by cooking authorities and do- 
mestic science teachers. 


Cans with steam by the cold pack meth- 
od. Holds fourteen full-sized quart jars 
at one time. Equipped with four shelves 
and warning signal. 

Cooks a whole meal for a large family 
over one burner at one time. 


See that your stock is complete, for Sum- 
mertime is Conservo time. Ask your job- 
ber. 


CONSERVO 


The Swartzbaugh Mfg. Co. 
Toledo, Ohio 














Novelty for your electrical department 


New convenience—modern design 
is today’s demand. Practical novelty 
features the entire Everhot line of 
electrical appliances. i 
Below: Sandwich Toaster. 
Adjustable to the thick- 
ness of the sandwich. 
List price $12.50 east of 
Denver. 





Above: High Speed Hot 
Plate — Chromium plate. 
List price $15.00 east of 
Denver. 


Right: Everhot Electric 
Cooker. Roasts, bakes, 
boils. Compact—light and 
convenient. List price 
$10.00 east of Denver. 
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KLEEN SWEEP 
LAWN RAKE 


‘Only rake with 32 teeth spaced % inch 
apart, enabling it to rake much finer. .Head 
securely fastened to handle by metal brace 
with 3 points of contact. 


RUGG MFG. CO. 
Greenfield, Mass. 








T, Send for 
S4 Folder and 


No, 41 
Notice the way 
the teeth are curved. 











VAUGHAN’S CAN OPENERS 
FOR EVERY KITCHEN 


Safety Roll Sr. New! ; 

Ace of stationary can ed 
openers. Built for super service. Retails 
for $1.00. 


Safety Roll Jr. 
Nationally ad- 
vertised. Mil- 


No more burnt fingers : — slg A Re- 


with this Safety Roll 


2nd. Enameled handle. 
2 Retails for 25c. 


ner, Bottle 
Opener and Corkscrew—only one of this type 
—with Flezible Tool Steel Blade. 


an 


d 
No. 0140—‘‘Easy Cutter’’ Circular Can and egg oo \ 


Bottle Opener. Steel Blade and ‘No Chip’’ tion — with 
enameled handle. hand guard. 


Send for Catalog No. 23 and prices. 


VAUGHAN NOVELTY MFG. CO. 
3211 Carroll Ave. Chicago. Iil. 











An Agent of the Consumer 


ITH a knowledge of all of our mistakes, 

with the courteous and tolerant manner in 

which we must receive our customers, we 
have left the general impression on the public that 
almost anyone could keep a shop better than a 
shopkeeper. As a result of this, many young men 
and young women, unprepared, sometimes posi- 
tively inefficient, with a little capital and perhaps 
the aid of,a wholesaler and the real estate owner 
with a vacant building on his hands, start in busi- 
ness, only to fail within a short time, not only with 
disappointment to themselves and friends, but to 
the injury of the reputation for stability of our 
craft. 


For these reasons and perhaps many others, we 
have never been able to secure any favors from gov- 
ernments such as are secured by manufacturers, 
bankers, teachers, doctors and lawyers by laws that 
provide restrictions that eliminate many incompe- 
tents from these callings. However, despite this we 
have got along pretty well-and we have the great 
advantage of having learned to rely upon ourselves. 


As a business group we are closest to the con- 
sumer. We are his agent, and his interests are our 
interests—Samuel W. Reyburn, addressing N. D. 
G. A. 1931 convention. 





What You Should Know About 
Your Store Windows 


. What is their rental value? 

. Do they earn that value—if not, why not? 

. Are they the proper size? 

. Are they well lighted? 

. Is there a definite regular display schedule? 


AO PWN & - 


. Are the displays properly balanced? 

7. Do they tie up consistently with the store 
advertising? 

8. Do they bring people into the store? 

9. Do they habitually carry show cards and 
price tickets? 

10. Can a customer tell immediately from your 
store windows the things he should know about the 
goods on display? 
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| You Can Sell HILL Clothes Dryers NOW! 














HILL Champion : More That a Million 
Clothes Dryers Satisfied Users 
3 

These Nationally known Clothes Dryers : nit 
are in great demand by housewives This great number of users io oan om 
everywhere. popularity and wide sale. Hill Cc ampion 

Clothes Dryers are equipped with wood 
They have new, improved features which post painted dark green, or steel post 
make sales as soon as shown. The base heavily galvanized, as desired. Strung 
can be set in the ground anywhere—on with best cotton line obtainable. All 
the level, or on a hillside. No concrete metal parts galvanized to prevent rust. 
needed. 
Dryer opens as easily as an umbrella. The oes. Made in 3 sizes to accommodate 100, 115 
Reel locks on the post automatically. No — a and 150 feet of line. The HILL line in- 


thumb screws to tighten. No heavy lift- 
ing. Arms and braces of high grade 
wood, free from knots, smoothly finished 
and attractively painted. aes 


& 


HILL CLOTHES DRYER CO., Inc. 40 Central St., Worcester, Mass. 


New York Distributors: Herman Kornahrens, Inc., 111 Murray St. 


cludes styles for Lawns, Balconies, and 
Roofs in various grades. Liberal profit. 






Write for literature and prices. 











...and now...a NEW 


EDLUND 
CAN OPENER | 


No. 4W—Wall Attached Style ; 
No. 4T—Table Attached Style Retails for $1.50 


TABLE ATTACHED STYLE 


This latest addition to the Edlund line of quality 
products has many notable improvements—lower 
priced—more compact—more attractive—and yet in- 
cludes all the features that have made Edlund can 
openers and egg beaters the standard of quality in 
Wall bracket is made in _ kitchen utensils. A guaranteed can opener that is 
two parts—-opener may =a valuable addition to the field of kitchen equipment. 
be removed from wall Oo | 

pens any can—round, square or oval—large or 
completely ’ 
small. Cuts the top out, leaving an absolutely 


Order from your jobber, smooth, safe edge. Attractively packed in individ- 
or direct 





WALL ATTACHED STYLE 


ual boxes. 


EDLUND COMPANY, BURLINGTON, VERMONT 


MANUFACTURERS OF A COMPLETE LINE OF CAN OPENERS AND EGG BEATERS 
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nging Strip Required 
“SIMPLEX” 
SPRING HINGES 
Applied Direct 


to 


Door Casing 





The Simplex Spring Hinge, designed for 
simplicity and economy in application, re- 
quires no jamb strip and only one mortise 
cut. 

Send for literature describing important 
features in the design and construction of 
Simplex Spring Hinges. 

Send for Catalogue H47 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 


U.S.A 














There's Always a 
READY MARKET 


for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts asa bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 

Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th St N. Y. C. 























The Daily Cash Balance 
FFICIENCY in accounting is essential to mod- 


ern bookkeeping advancement and in this 

connection the following outline is presented 

with reference to one particular phase of everyday 
accounting. 

The daily cash balance is a routine of every busi- 

ness institution and as a consequence is applicable 




















DAILY CASH BALANCE 
CASH SALES #REDIT SALES 
Hardware Hardware 
laplemest Implement 
Harness Harness 
Paint Paint 
Bargain Loft Bargais Lott 
Tie Shop Tia Shop 
Radio Radio 
Maytag Maytag 
Fersiture Feraitere 
Chine Chins 
Auto Auto 
RECAPITULATION 
Sales Paid Out 
Received Bank 
Over Drawer — 
Cash Drawer “Received Paid Out Hold Drawer 





























to the hardware dealer who maintains even the most 
simple form of an accounting system. A daily cash 
baldnce constitutes the recapitulation of the cash 
receipts and disbursements and is not a technical 
procedure, but requires accuracy if a true statement 
of all cash transactions is to be obtained. 

In an institution which operates on a departmen- 
tal basis the daily cash balance is somewhat more 
detailed, as will be noted from the accompanying 
illustration. 

An explanation of this form follows: 

In the course of daily transactions both cash and 
credit sales are made and as a matter of convenience 
two columns are provided for recording both classes 
of sales. The columns, “Cash Drawer,” “Received” 
and “Paid Out” are self-explanatory. An additional 
column “Hold Drawer” is maintained in the event 
cash has been temporarily advanced, and such ad- 
vances are considered as cash on hand. The total 
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| STRONG geo 
LIGHT —_ 
BUY THE 
SAFE SPRUCE SPRUCE LADDERS BEST 
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The Victor Decorator Extension Trestle Painter’s Trestle 


an W. W. BABCOCK CO. - - BATH, N. Y. sine 














A NEW MODEL | Ximball 


Perfection Nut Cracker 














Fast and Safe 


A most inexpensive and 
simple elevator to install 
and operate where an elec- 
tric elevator is not feasible 
— comes sawed, drilled, 
fitted ready for anyone 


“OLD FASHIONED” MODEL handy with tools to as- 


semble and install. 

















Modernistic Design ‘ 
Made of Malleable Iron—Unbreakable Builders of 
Attractive Household Utensil Hand Power 
Light Electrics 
f : Push Button 
Retail Prices and All Types of 
Standard Color—Light Green............ $1.00 eel \ 
‘ : 5 va 
Nickel Plated with Varnished Base...... 1.50 Machises 
Send for our circulars of Hardware Specialties showing WRITE FOR DETAILED INFORMATION ON 


complete line of Perfection Nut Crackers and C Clamps 


KIMBALL ELEVATORS 
Malleable Iron Fittings Co. KIMBALL BROS. CO. 


1205-19 Ninth St. Council Bluffs, Ia. 
4AA 





Branford Conn. 
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Rixson Junior 
Double Acting » 
Floor a 

Check 








Sell a Welcome Relief 
from FLIP-FLAP - - 


Junior in size—Equal in performance to senior mem- 
bers of the Rixson family of Floor Checks—Customers 
appreciate the single-swing positive closing action on all 
light interior doors. 


See the Rixson Catalog in Sweet’s 


THE OSCAR C. RIXSON COMPANY 


4450 Carroll Avenue Chicago, IIl. 
New York Office: 101 Park Ave., N. Y. C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 
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Showing Window Showing Window 
Closed. Open. 


Manufacturers of 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 




















of this column is to be included with the actual cash 
on hand when the balance is being made. 

Referring to the recapitulation, there is no expla- 
nation necessary except to mention that the “Over” 
constitutes the cash drawer balance forwarded from 
the previous day’s business. 

At first glance it may seem that this form is quite 
difficult and detailed, but as a matter of fact it 
appears far more difficult than is actually the case. 
The available data secured by employing the use of 
this daily cash balance is worth the effort and time 
required to itemize the daily transactions will re- 
ward the merchant with many -facts concerning his 
daily operations. 


Galvanized Pails As Advertising 


J. B. Simon & Brother, West Chester, Pa., declare 
that galvanized pails are one of the best advertising 
mediums that have ever been used by them. The 
store makes a practice of regularly featuring 12- 
quart galvanized pails at a retail price of 15c. each. 
They are purchased in quanity lots at a price in the 
neighborhood of $1.85 per dozen. By means of a 
paper stencil the firm’s name and address is painted 
on each pail as soon as a shipment arrives. Nearly 
everyone has a use for a pail of this type and resi- 
dents of the vicinity have long since realized that 
the store always has them at the 15c. price. The 
stock of pails is carried in the rear of the store 
opposite the radio and refrigerator department. Not 
infrequently a customer who came in the store for 
a pail has become interested in a radio or refrig- 
erotor before leaving. The same idea has been used 
with equally good effect in other departments of the 
store. As another example, in the seed department, 
high grade onion sets are sold practically at cost, 
but the practice serves to increase sales of garden 
seed and many other lines. 





Nothing is more contemptible, more utterly 
foolish than a self-satisfied exultant smile on the 
face of a merchant who has just learned that his 
competitor faces failure. It is as though the pastor 
of a thriving church should take an unholy. joy in 
the empty pews of a neighboring church. 

The failure of a competitor may, for a time, have 
a favorable effect upon the business of a rival, but 
eventually failures strike the nerve centers of a com- 
munity’s commercial life, and produce other 
failures. You help pay the cost of every failure in 
your community. 


Llew S. Soule 
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Pivot Bearing 
Ball Bearing 
Grip Neck 
Truck Casters 


Institution 






Casters 


Profit and Satisfaction 


from 

















New York 
Chicago 
Grand Rapids 
Los Angeles 











NATIONALLY ADVERTISED 





High Point, N. C. 


MA DAPETC 


FAULTLESS - CASTERS 
EVANSVILLE, INDIANA 


Canadian Factory 
Stratford, Ontario 











POULTRY SUPPLIES 





Moe’s Egg Carrier 


Years of experience in designing and manufacturing good 
poultry equipment makes Moe’s Line a practical and 


Moe’s Big Boy Feeder 


profitable line to sell. Write for Catalog. 


WoEFT & COMPANY 


2305 Davis St. North Chicago, Ill. 








Hundreds of unfenced 
homes in every city. Hard- 
ware merchant is logical 
man to handle this profit- 

Iron able business. Stewart 
and Fences carry a nice margin. 


Wire We show you how to get 
FENCES this desirable business 
without any investment in 
stock. Pioneer fence man- 
ufacturer. Write today for 

complete details. 





THE STEWART 
IRON WORKS CO., Inc., 
737 Stewart Block Cincinnati, 0. 

Established 1886 
































For Soldering 
and Tinning 


All Metals 


For 23 years this popular selling Soldering and 
Tinning Flux has given the highest satisfaction. 
Rubyfluid works quickly without poisonous 
fumes and makes a permanent metal contact, 
without tarnish, rust or corrosion. Used and 
endorsed by many Nationally known industrial 
concerns. 


Send for FREE Sample, List of Prominent 
Users, and Trade-prices. 
RUBY CHEMICAL CO. 


68 McDowell St., Columbus, Ohio 














& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 


























WICKWIRE BROTHERS 
Hardware Cloth 


o ~ o ae Made from best Open Hearth 


Steel, full gauge wire galvan- 
ized AFT ER woven. Every 
™ operation controlled by us. 
Standard widths, six inch steps, 
12 to 48 in. 50 and 100 lineal 
ft. rolls. 


Ask Your Jobber. 














Drain Tubs at Lowest Prices 


Strong, well made, mounted on easy rolling casters. Big 
demand and quantity production enable us to sell DIRECT 
to Dealers at LOWEST prices. 


$3.35 a pair 

(12 or more pairs). 

$3.60 a pair (4 or — 
8 pairs). WE PAY 

ONE HALF THE 

FREIGHT. Tubs 

unpainted, legs 

painted green. Tubs 

painted Thor green 

or G. E. blue, with 

your name 15c per 

pair extra. “i F 

Packed 4 pair in 

carton; shipping wt., 

103 Ibs. 4 








Bauer Mfg. Co., 2005 E. 18th Street, Kansas City, Mo. 








BRASS Seamless 


KETTLES, PAILS, DIPPERS 
Durable, Unbreakable 


Brass ears, bails, rims, 
extra heavy _ bottoms, 
© brushed lacquered finish. 
Spun from one sheet of 
brass. Also in Copper, 
Monel, Nickel, Everdur, 
Ambrac. Write for Bulle- 
tin B and prices 

For Factories, Plating shops, Bakeries, “Canneries, 

Dye Houses, Bleacheries, Household use. 

















The NATIONAL PIPE BENDING COMPANY 
1380 River St., New Haven, Conn. 
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HERE’S the Latest— 


A handy clothes reel that can 
be tucked in the suit case, or 
hung up anywhere. POLLY PRIM 
PORTABLE. Comes in four gay 


colors. 
Chicago Salesroom: 


1498 Merchandise Mart 
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Write for complete data and price. 


FULT ON LIN 


PATENT NOVELTY COMPANY 


ILLINOIS 
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Coming Hardware 
Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Marion, Little Rock, May 27, 28, 1931. L. P. Biggs, 
secretary, 815 Southern Trust Building, Little Rock. 


CarRoLinas HARDWARE ASSOCIATION CONVENTION, 
Greensboro, N. C., June 9, 10, 11, 1931. Arthur R. Craig, 
secretary, 804-806 Commercial Bank Building, Charlotte, 
N. C. 


Iowa Reta, HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


LouisiANA ReTait HarpwWaRE AssOcIATION CONVENTION, 
Lake Charles, June 8, 9, 10, 1931. Harold Bervig, acting 
secretary, 915-935 Meyer-Kiser Bank Building, Indianapo- 
lis, Ind. 


MicHicAN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExHIBITION, Detroit, Feb. 2, 3, 4, 5, 1932. Secretary’s 
Office, Marine City. 


Minnesota RetTatL HARDWARE ASSOCIATION CONVEN- 
TION, Jan. 26, 27, 28, 29, 1932. Place of meeting to be 
decided later. Chas. H. Gasey, manager-treasurer, 2344 
Nicollet Ave., Minneapolis. 


Mississipp1 ReTaiL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 


NATIONAL ASSOCIATION OF PuRCHASING AGENTS, INC., 
ConvVENTION, Royal York Hotel, Toronto, Canada, June 
8, 9, 10, 11, 1931. G. A. Renard, secretary-treasurer, 11 
Park Place, New York City. 


NATIONAL Extectric LicHt AssocIATION CONVENTION 
AND Exuisition, Atlantic City Auditorium and Conven- 
tion Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 1931. 
A. Jackson Marshall, secretary, 420 Lexington Ave., New 
York City. 


NATIONAL Reta HarpwarRE AssociaTION CONVENTION, 
Hotel Cleveland, Cleveland, Ohio, June 22, 23, 24, 25, 
1931. H. P. Sheets, Managing Director, 915-935 Meyer- 
Kiser Bank Building, Indianapolis, Ind. 


New ENGLAND RETAIL HARDWARE DEALERS ASSOCIATION 
CONVENTION AND ExuIBiTION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 80 Federal St., Rooms 415-16, 
Boston, Mass. 


NortH Dakota Retatt HarpwarE AssociaTION Con- 
VENTION AND EXHIBITION, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 
Grand Forks. 


SoutnH Daxota Retam Harpware Association Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis, 
Minn. 


HARDWARE AGE 























The Choice of Experts 


J 
NOW 1s the time In every industry where long wear, as well as fast- 
— nae a feature, you will find that the 
stone which has the greatest preference by men of ex- 
to PUSH perience is the 









and DISPLAY 
EVEREDY ; pineal 


dium or fine grits, suitable for all reg- 

ular and most special work. The big machine shops of 

< the world are demanding Pike India. Not only the fast- 

est cutting, but the longest lasting, therefore, the most 

Order them from your job- i Your jobber can supply you. Be sure to 

















economical. 
ber. Or write to The Everedy specify Pike India. 


Co., Frederick, Md., for full D mien sa Pike Manufacturing Co., Pike, N. H., U. S. A. 
oor CLosERS 





information. 














Trow & Holden 
STONE WORKING TOOLS 


Have been known 
for quality for over 
forty years, and 
they are guaranteed. 


Send for Catalog THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


TROW & HOLDEN CO. NEW BRITAIN, CONN. 


Warehousee—New York, Chicago, Philadelphia. 
Barre, Vermont Western Factory—Dayton, Ohio. 


WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth Company Limited, 660 St. Catherine Street West, 
Montreal, P. Q. 


Walworth International Co., 19 Rector St., New York, 
Foreign Representative 
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Weent 12 Ounces 












An officer can snap PEER- 
LESS Handcuffs on a vi- 
cious character before he 
realizes it; and always count 
on PEERLESS Handcuffs be- 
ing READY for INSTANT 
use, because they are the 
ONLY Handcuffs that posi- 
tively can never become 
locked while carried in the 
pocket. Get prices. 


Peerless Handcuff Co. 
Springfield, Mass. 











Merchandising 
METHODS 


That’s the keynote for 
1931. Are you fully 
prepared to master 
this problem in your 
own store? If not, our 
service department 
can be of valuable = 
sistance to you. 

get your copy of * “The 
Story of Jim King— 
Hardw: - 


&6 | eA 97 
WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 





Its Use Enables 
le bteeM xem) 4-300 eh a-1-) | 


while this page is 
before you... 
obligation). 


HELLER 


Merchandising Systems 


W. C. HELLER & CO. 
Menten Ohio 


MARGIN New York Office: 20 Vesey St. 
Suite 500 


as Easily as Iron 
IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND Co. 
FORT WAYNE, IND. 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from unemployed accepted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 

will be forwarded by us post paid. 








AVAILABLE—General Sales Manager 


12 years successful managerial record in both domestic and foreign markets. 

Travelled extensively and has wide acquaintance in the industrial field, hard- 

ware, mill supplies, paints and auto accessories. Has broad experience in the 

practical gee | of sales market and economic research as applied to sales 

and marketing problems. Salary secondary to proposition offering stability 

al awe development. Address Box J-298, care of Hardware Age, New 
or le 











SALES AND ADVERTISING EXECUTIVE AVAILABLE 
Thoroughly experienced in modern sales and merchandising 
methods and having successful record of achievements I am ready 
to assume a position where my ability and capacity for hardware 
work, can be best used to accomplish results. 

Experience includes selling to the public, retailers, jobbers and 
manufacturers. Have managed salesmen, prepared sales and ad- 
vertising campaigns national in scope; and am familiar with the 
common problems of the retailer and jobber in the drug, furniture, 
hardware, grocery, stationery, and dry goods fields. a 
Am acquainted with the value of open display merchandising as it 
applies to each of those industries. 

Have vision, courage, and like to shoulder responsibilities. Col- 
lege graduate. Past earnings $5,000 per year, but question of 
salary is secondary to that of future responsibilities. Address Box 
J-327, care of Harpware Acre, New York City. 








YOUNG MAN, 27, college education, thoroughly experienced in hard- 
ware and housefurnishings. Six years as salesman in the metropolitan 
area and four years with leading New York department store as assistant 
buyer of hardware. Wishes to make connection with view to future. 
Address Box J-318, care of Harpware AcE, New York City. 





RETAIL HARDWARE MAN, 15 years’ experience, shelf and build- 
ers’ hardware, paints, tools, electrical and plumbing eee in or near 
New York City. Can take complete charge of builders’ hardware or paint 
departments. Excellent references. Address Box J-313, care of Harp- 
ware AcE, New York City. 


HARDWARE CLERK sells his services for $25 weekly;  willi to 
work in retail or wholesale hardware business; services available from 
8 A. M. until 6 P. M._ Experience. 6 years in Germany, 2 years in 
U. S. A. Address Box J-317, care of Harpware Acz, New York City. 








HARDWARE MAN with 14 years’ experience buying, selling and 
managing retail store desires to make connection with reliable firm. 
= of references. Address Box J-314, care of Harpware AGE, New York 
ity. 


SALESMAN desires permanent position with Manufacturer, Manufac- 
turer’s Agent or Jobber catering to the Electrical Dealers, Hardware Deal- 
ers, Contractors, etc., territory 100 miles radius, Philadelphia, Penna. 
Address Box J-303, care of Harpware Ace, New York City. 


EXPERIENCED HARDWARE MAN desires non-competing lines. 
Will cover Western New York and Northern Pennsylvania by car. Can 
give excellent references. Address Box J-331, care of HARDWARE AGE, 
New York City. 


SALESMAN covering territory for sixteen years wants lines of hard- 
ware tools, specialties for Pennsylvania, New Jersey, Delaware, Maryland, 
Virginia and West Virginia. “Address Box J-333, care of HarpwaRE AGE, 
New York City. 




















The Services are available of a man who for many years in the city 
of Chicago was employed by a manufacturer of sheet metal ware goods 
as Credit Manager and managing office force and of late years as Assistant 
Sales Manager. Wish to act as Manufacturer’s agent in lines to be sold 
to Jobbers, Furniture, Department, Hardware and Varietv Stores located 
in Illinois, Indiana and Ohio. If show-room is desirable, could exhibit 
at the Merchandise Mart. Can furnish A-1 references. Address Box 
J-309, care of Harpware Ace, New York City. 


HARDWARE SALESMAN, 20 years’ experience, last six years selling 
lawn mowers, cutlery, locks, key blanks, State of Washington, desires 
permanent position with manufacturer or jobber. Address Box J-321, 
care of Harpware AGE, New York City. 


SALESMAN, Age 31, 15 years’ selling and purchasing experience of 
hardware, etc. Can do general repairing. Chauffeur’s license. Address 
Box J-308, care of Harpware Ace, New York City. 








ILLINOIS CAPABLE SALES REPRESENTATIVE of responsibility, 
fifteen years’ successful commercial sales experience seeks representation 
for Illinois territory of a responsible manufacturer of high grade mer- 
chandising products offerin: repeat sales possibilities, suitable for Depart- 
ment Stores, Hardware, Furniture, Electric Stores or Auto Specialties, 
working on commission basis or as manufacturers agent. Address Box 
J-307, care of Harpware Acz, New York City. 


HARDWARE MEN—Twenty five years’ experience retail and manu- 
facturing—Catalog making—store mianagement—builders hardware—mill 
supplies. Can read and take off blueprints. 45 years of age. Married, 
sober, a hard worker. First time out in twenty years. Want~ quick 
connection. Salary secondary. Address Box J-329, care of HARDWARE 
Ace, New York City. 








SALESMAN of character and responsibility with wide acquaintance 
among wholesale and retail hardware trade in States of Illinois, Indiana, 
Wisconsin and Kentucky desires connection with reliable manufacturer. 
35 years of age. Married. Excellent references. Salary or. drawing, 
account against commissions. Address Box 7428-A, care of HarDWARE 
Ace, Chicago, IIl. 


RESEARCH ENGINEER—MANUFACTURER—SALES MANAGER 
of Novelties in all kinds of metals and glass. Capable of originating, 
developing and marketing new ideas. Acquainted with and having ex- 
perience in. merchandising through large retail outlets such as chain stores, 
department stores and manufacturers. Address Box J-326, care of Harp- 
ware AGeE, New York City. 


HARDWARE MAN of twenty years’ experience in wholesale and re- 
tail hardware business, also sporting goods, paint and supplies. Ferty 
years of age, single, sober and industrious. Capable of taking charge and 
handling men, desires change. Can furnish first-class references. Middle 
West or South preferred. Address Box 1-983, care of Harpware AcE, 
New York City. 


HARDWARE MAN, 25 years of age, 8% years’ experience in whole- 
sale and retail hardware. Able to take care of store. Have considerable 
experience in builders’ hardware and tools. A-1 references. Will con- 
sider traveling ition or export work. Speak, read and write Ger- 
oan Address GEORGE SCHLUER, 759 South Green Street, Wichita, 

an, 


HARDWARE MAN, formerly Manager Builders Hardware Dept., 
also thoroughly experienced in Heavy Hardware, Contractors’ and Mill 
Supplies, Tools, Paints, and Shelf Hardware, seeks connection with repu- 
table manufacturer, jobber or dealer. Address Box J-325, care of Harp- 
ware Ace, New York City. 

















_ SALESMAN—Sixteen years’ experience with manufacturers and jobbers 
in East and West desires position. Single, age 43, willing to go most 
anywhere. Covered southern New York State for one of leading hardware 
sporting goods, auto accessory jobbers the last seven years, Best refer- 
ences. Address Box J-232, care of Harpware AGE, New York City. 


HARDWARE MAN, experienced general hardware, builders and mill 
supplies, paints and varnishes, roofing and sheet metal supplies, plumbing 
and one see and take off blue prints, make architect and contractor 
contacts. ergetic and competent. Salary secondary to opportunity. 
Address Box J-305, care of HarpwareE AcE, New York City. 


YOUNG MAN, New York City, age 24, all-around mechanic and 
steady worker, has some experience as hardware clerk. Seeks position in 
same capacity, would not mind leaving town for a steady position with 
a future. Can also drive a truck and furnish the best of references. 
Address Box J-206, care of Harpware Ace, New York City. 
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BUSINESS OPPORTUNITIES 
Set Solid, Minimum of Five Limes.......scccccccssseccseess $3.00 
Edineh Box Display... ccccccccesccccsscccvecesccescesesetes $5.00 
Four Consecutive Insertions, 10 Per Cent Discount 








FOR SALE 
Industrial Hardware and Sheet Metal Business. Mill Supplies, 
Paints, etc., Est. 50 yrs., 200 Al Industrial accounts. Gross sales 
$75,000, 5 yr. lease. South side of Chicago, 2 blocks from 1933 
Worlds Fair. Worth $25,000. Will sacrifice account health for 
$18,000. Cash deal. Desirable for branch. Stock, fixtures, mach., 
good will included in price. Yields a wonderful income, on invest- 
ment. Address Box J-323, care of HarpwarE AGE, New York City. 














HELP WANTED 


One Cent a Word; Minimum Fifty Cents per Insertion 
l1-Inch Box Display......... eccccceccrccccccccecscscccooes $5.00 
Four Consecutive Insertions, of Box Displays—10 Per Cent Discount 








OPPORTUNITY 


Somewhere near New York City there is a man between the ages 
32 and 38 who is now or has been in charge of general Hardware, 
Paint and Housefurnishing Store doing a business of $100,000.00. 
He has a good knowledge of buying, selling, credits, and manage- 
ment and is above all truthful and has an excellent memory. He 
is, however, not satisfied; possibly because he has been practically 
running the business but not getting well paid for his services. 
To this man is offered a position in a well established store that 
contemplates opening a branch and will need a manager. Are you 
the man? A trial at the present store will be necessary. State 
salary expected and complete experience in first letter. All replies 
will be held in strict confidence. Our own employees have been 
informed of this ad. Address Replies Box J-320, care of Harp- 
ware AGE, New York City. 

















HELP WANTED—SALESMEN. Eastern distributor has openings for 
several salesmen residing in New England, Middle Atlantic, Southeastern 
and Mid-West states who are experienced in selling Hardware, House- 
furnishings and Electrical Appliances. Commission, plus monthly bonus 
arrangement. Experienced salesmen with a good following desired. Write 
giving complete qualifications first letter. Address Box J-319, care of 
Harpware AGE, New York City. 


SUPERINTENENT TO TAKE CHARGE OF PLANT MANU- 
FACTURING WRENCHES, TINNERS SNIPS, SHEARS, PLIERS, 
etc. Preference on applicant with worthwhile addition to line. Address 
Crewe Tool Works, Inc., Crewe, Va. 





HARDWARE AGE 
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CLASSIFIED OPPORTUNITIES 





HELP WANTED 


SALES REPRESENTATIVES WANTED 





A YOUNG MAN for large suburban store who has a thorough knowl- 

—_ of builders hardware, can read plans, blue prints, etc. Write stating 

, salary and experience. Address Box J-306, care of HarpwAre AGE, 
New York City. 


SMALL BUT RELIABLE MANUFACTURER of household specialty 
now being sold by leading department stores wants representatives with 
following hardware and housefurnishing trades. Commission basis. Ad- 
dress Box J-330, care of HarpwAre AGE, New York City. 





WANTED: Builders’ Hardware man. Moderate salary. Thoroughly 
competent. State experience in minute detail, age, education and salary 
desired. Reply “Harpware,” P. O. Box 786, Norfolk, Va. 





SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Limes........sceceeseceeseseess $3.00 
l-Inch Box Display..........++:+ ° Cate deccewe $5.00 
Four Consecutive Insertions, 10 ‘Per Cent Discount 

REPRESENTATIVE WANTED, an experienced aggressive salesman 
to look after sales of an_old- established manufacturin company. Must 
have experience selling Mop Sticks to Hardware Fobbe obbers, olesale 
Grocers, Wholesale ye ard Houses, and Chain Store trade. Information 
required as to age, habits and experience. Address Box J-312, care of 
Harpware Ace, New York City. 

EXCEPTIONAL OPPORTUNITY for those men calling on Hardware 
stores who desire to materially increase their monthly commissions, we 
have a worthwhile proposition to offer. In writing, give line you now 
handle, territory covered, method and frequency of covering. Address 
Box J-291, care of HARDWARE Ace, New York City. 

WANTED: Experienced salesmen calling on Hardware and Department 
Stores to sell new “Stainless” Enamelware Kitchen Utensils. Full or 
part time. Commission basis. State territory covered. Give complete 
qualifications and experience in first letter. Address Box J-328, care of 
Harpware Ace, New York 














HIGH CLASS specialty ea wanted for new patented swimming 
device. A sensation wherever shown. Used by both beginners and ex- 
perienced swimmers for great speed and ease in swimming. Write at 
once for exclusive territory. Dealers Enquiries solicited. Address Easy 
Swimmer Co., New Vienna, Ohio. 











POPULAR SIDE LINE item for salesmen now selling department 
stores and hardware stores. A household necessity. Not a novelty. In 
= ly state lines carried, territory, and give references. Address Kewaskum 

Aluminum Company, Kewaskum, Wis. 


SALESMEN WANTED—To sell America’s most complete line of 
high-grade dog furnishings on commission basis. Following territory open: 
Washington, Oregon, California, Kansas, Arkansas and Texas. Address 
Craftsman Leather Specialty Co., Inc., Dayton, Ohio. 


SALESMAN WANTED for Northern New Jersey to sell furniture 
items, beach chairs and umbrellas on a commission basis. Address Box 
J-324, care of Harpware Ace, New York City. 

ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
Ib. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 


SALES ACCOUNTS WANTED 


Set- Solid, Minimum of Five comennnmantapegen rT Terrre re $3.00 
l-Inch Box Display.......-seee008 
Four Consecutive Insertions, 10 Par Cent Discount 

















SALES ACCOUNTS WANTED 


Old established company with display room and warehouse facili- 
ties covering Jobber and Dealer trade in Eastern Pennsylvania, 
Southern New Jersey, Delaware and Eastern Shore Maryland 
located in center of Wholesale Hardware District, open for lines. 
Heavy Hardware, Implement, Farm Trade preferred. Address 
Box J-322, care of HarpwarE AGE, New York City. 

















MANUFACTURERS’ SALESMAN, 20 years’ experience, formerly 
saw and tool manufacturer in the east, desires connection for the Pacific 
Coast, California, or Southern California, well acquainted with the 
— Address CHAS. E. BISHOP, 1990 East Mountain St., Pasadena, 

alif. 














the dealer-reader. 


successful selling methods. 





Many Sales Helps for the 


Live Hardware Dealer 


Manufacturers recognize the dominant selling power of 
the Hardware Age family of readers who do the great bulk 
of the business in the hardware field. 


This recognition is reflected in the advertising of these 
manufacturers in Hardware Age which, because of its vol- 


ume, diversity and high quality, has great business value for 


Get into the habit of reading carefully the manufacturers 
sales messages contained in the advertising pages. They will 


give you many valuable ideas on salable merchandise and 
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Rubber 
Headed Nails 


are used as bumpers on pianos, closet seats, and 
to receive the thrusts of drawers, also to prevent 
noise and marring to such as they are attached. 


Stem Tips, made in thirteen sizes, especially 
designed for chair legs and prevent the scratching 
of floors. Absolutely noiseless. 


We make a large variety of rubber specialties. 
Send for catalog and prices. 


ELASTIC TIP CO. 


370 Atlantic Avenue, Boston, Mass. 

















Rivets Roofing Nails Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 
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A practical gas range flue pipe that replaces 


stove pipe. Requires no chimney connection. 
Fits ANY gas range. Easily attached. 


Washes and purifies fumes. Acts as “HU- 
MIDIFIER.” Light, weighs only 20 ozs. 
Small, only 634” high. Finished in Green, 
Ivory, or White. 

Retails at $1.50 each. Liberal Profit. In- 
dividual cartons. JOBBERS—send for 
proposition. 

DEALERS—If your jobber hasn’t stocked 
Hydro-flue, write us for folder and prices. 


WARD MFG. CO. 
809 Griswold Bldg. si Detroit, Mich. 


= 











Stock 


and Profit with 


UALITY 
Products 


PEARL | GB 


wi Ghd 1 GeB 
LOOK FOR THE “GaB” LABEL -- YOUR PROTECTION AGAINST SUBSTITUTION 


PREFERENCE Continued preference with experienced buyers everywhere, and the increasing number 
= of new customers, testify to the soundness of our adherence to the standards of QUALITY 
and SERVICE which have established the mame of “G & B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818- America's Oidest Woven Wire Factory- Manufacturers 


WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Conn. Chicago Kansas City, Mo. San Fi 


HARDWARE AGE 























INDEX TO ADVERTISERS 











THE ADVERTISERS INDEX is published as a convenience and not as 8 


No allowance will be made for errors or failure to insert. 


part of the advertising contract. Every care will be taken to index correctly. 





Acme Shear Co..... 
Allen Mfg. Co.... 
BE, GB. Tig B OOs cc ccvcccccces 
BOD BETS, Dasesicccccceses 
Allied Specialties Corp.......... 
Allith-Prouty Co. aes 
Aluminum Goods Mfg. Co........ 
pe a era 
American Chain Co.... 
American Fork & Hoe Co.... 
American Gas Machine Co...... 

American National Co........... 
American Ring Co 
American Saw & Mfg. . Oe 
American Screw Co. 
American Sheet & Tin Plate Co. 

American Stainless Steel Co...... 
American Steel & Wire Co....... 
American Window Glass Co..... 2 
Ames Shovel & Tool Co 
Anti-Borax Compound Co........ 9 
dt ee, SAO ee 8 
Armstrong Bros. Tool Co........ 
Apmetrone Mie. Co. ...ccecicces 
Atkins & Co., E. C.. 
ce Be are eres 
Automatic Washer Corp....... oe 













Babcock Co., The W. W......... 
Bakelite Corp. . 
Barlow & Seelig Mfg. Co. 
Barney & Berry, Inc..... 
i See 
Bauer Mfg. 
BBWOP TERE, DO. ccc cccccsces mea 
OO a ee 
ee eS eae 
Bethlehem Steel Co 





Bissell gar oweaper Co. 
Se 
Blaisdell Pencil Co........ 
Bommer Spring Hinge Co........ 
Bosley Co., . Or 
Boston Woven Hose & Rubber Co. 23 
Bowker Chemical Co. 
sesanipert Hardware Mfg. Co: 
Bridgeport Screw Co. 
Brown & — Mfg. “Co 
Brush-Nu MBSR 546 ces MEGS 
Buddy ee Mfg. vy EE ee 
Buffalo Bolt Co EN er 
Buffalo Wire Works Co., 
Burnley Battery & Mfg. Co 





Cc 


Calbar Paint & Varnish Co...... 
Carborundum Co. rT Tee 
Carolus Mfg. Co 

Cattaraugus’ “Cutlery ae ae 
Chain Products Co.............. — 
—- Retail Hardware Associa- 


Chicago Spring Hinge Co........ 
Chicago Weed Killer Co......... 
Clay Equipment Co............. -- 
Clements Mfg. Co.... 
SOOO Tg IBCs oc cccccceces 
Cleveland Quarries Co........... 
Cleveland Wire Spring Co........ 
Clover Mfg. Co. 
Poem Lamp & Stove ae 26 
a Ee eee -- 
eunetane Corp. 
Continental Screen Co........... 
Cook Company, H. 
Corbin Cabinet Lock Co......... 
Corbin, P. & F 
Screw Corp........ ai eles 
Sede! a Oe! Ae” ee 
Corning Glass Works. va 
Crescent-Davis Arms Corp.. ‘ 
ke” a — 
Cribben & Sexton Co............ 
Crown Cork & Seal Co.......... 102 
Cyclone Fence Co 
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Damascus Steel Products Co. 
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De Laval Separator ( 
Delta Mlectric Oo. ......esccees ~~ 
Deniston Co. 
Diamond Calk Horseshoe Co. . 
UE: SE Dresses sicce sda ve —_ 





pists Oo. Bi Es... 
Disston & Sons, 


Distillate Stove Co.. 
Dixon Crucible Co., 
Domes of Silence, In 


Inc., 


aa "ieee ee 

19-20-21-22 
Joseph...... 
Cicvcesvoves 102 


Duluth Show Case Co........... —_ 


Du Pont de Nemours 


E 


Eagle Lock Co...... 
Eagle Mfg. 
Eastern Tool & Mfg. 
Eclipse Machine Co. 

ison Lamp Works 
Edlund Co. ....... 
Plastic Tip Co. 
erie dad Cutlery Co. 
Estwing Mfg. C 
Eversharp Shear Co. 
Everedy Co. 


F. & N. Lawn Mowe 
Farrand, Inc., 
Faultless Caster Co. 
Federal Enameling 


Co. 
Flexible i? TMEINE OB 6. < c:06:05.0 


ee ee. Se 
Frantz Mis. a 
French Battery Co.. 


G 


Gendron Wheel Co.. 


General Grinder Corp..........-. 


General Lock Corp. . 
General Mfg. 
General Wheelbarrow 





Hiram A. 


& Co., E. I. — 


DAS eercccces 


25 Sea eae —_ 
‘& ‘Stamping 


Ce ee 


Geuder, Paeschke & Frey Co..... 


Gil 


bert & Bennett Mfg. Co...... 100 


Globe Machine & Stamping Co... — 


Gold Medal Folding Furniture Co. 


Good Housekeeping . 
Goodrich — Co., 
Green Co., 
Greenlee ‘Tool "Corp: 
Griffin Mfg. Co.... 
Grigsby-Grunow Co. 


Grinnell Washing Machine Co. 5 


Griswold Mfg. Co... 


H 


Hamilton Beach Mfg. 


Hanlon & Goodman (¢ 
Hanover Wire Cloth 
Harrington- <a a 
Heller &:Co.,. W. ‘ 


Hibbard, Soencer, Dertict? & Co.. 


Hill Clothes Dryer C 
eR eee 
Hoppe, Inc., Frank 
Horton Mfg. COs +65 
Hurley Machine 


Igoe Brothers 
Independent Lock (¢ 


Ingersoll Steel & Disc 
— Waterbury 


see 
Indiana Steel & Wire Co 


Mle wit tales oss — 

COicess ces — 

n Arms Co... — 
¢ 


. ee rire 91 


Co 
Ww atch 


Co., 


teieroabinaas Fork & Hoe “Co. = 


International Harve 

Americn .ccccess 
Irwin Auger = Co. 
Ives Co., H. 


ster Co. of 


Jennings Mfg Co., Russell....... -- 


Johnson Arms 

EVOE be:6.s:06e 46% 9:0 
Johnson Mfg. Co., 
Jordan Hardware Co 
J. W. S. Trading Co 


K 


& Cycle 


Works, 


Senate City Chamber of Commerce - 
Co 0 


ees, F. D., Mfg. 


Kelly Axe & Tool Works of the 
American vig - & Hoe Co.... _ 


Kester Solder 
Keystone Steel ° Wi 
Kimball Bros. 
Kingston Products C 
Klein & Sons, M... 
Knapp-Monarch Co. 


re Co.. 


OPP. cscrccce 
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Lamson & Sessions Co.......... 
ree 


Landers, Frary 
Laub Products 


iF. 2. Sh SAAS 
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Lupton’s Sons, 


M 


McGuire Imp. Co. 


, George W. 
McKinney Mfg. to 


Malleable Iron Fittings Co. ves ns 
Mansfield Tire & Rubber Co.... 
Marshalltown Trowel er even oes 
_ SS 


Marvel Rack Mfg. Co., 
Master Lock Co 
Maydole Tool Corp., 
Meisselbach Mfg. Co., 


Metal Sponge a ‘en Use asters 


Miller, Ince., 
Millers Falis-Goodell Pratt Co. 
Miller Somes, 


Milwaukee Stamping Co... 
Monarch Products Co.... 
Montague Rod & Reel Co. 
Moore Push-Pin Co. 


Morse Twist Drill « Machine Co. 


Murphy Sons Co., 
Myers & Brother. Co., Tr. E.. 


N 


National 
National 
National 

Co. . 
National 
National 
National 


Lead Co 
Enameling 
‘Sate’ palee'¢ 
Pipe Bending Co. 


Nelson Mfg. Co., Inc., L. R. 
New Haven Clock Co........ 


New Yorker Hotel..........000. 
1 Cg eee 


New York Wire Cloth Co 


Nicholson File Co..........-. 


Nileco Lamp Works, 
Norge Corp. 
North Bros. 
North Wayne Tool Co.. 


Northwestern Barb Wire Co.... 


O'’Cedar Corp. 


Old Colony 


Ontario Bee CO.icccccccwses 

I Caleta ys.o 6 aiaeeceaoi 

VPC BATE COs a5 oo ices cies 
P 

Page Steel & Wire Co.......... 

We Os) ons acum cmnonsedanse 

Patent Nevelty: CO... cic csccss 


Patented Products and Rubber Co. 


Peck, Stow & Wilcox Co 


Pecora Paint 00... .ccscccscses 


Peerless Handcuff Co.. 
PeOUSO BATE. CO 0000056 00 04 
Pennsylvania Lawn 

Perfection Stove Co., 


Pharis Tire & Rubber Co...... 


Phenix Mfg. Co 
—— Lawn Mower 
In 


Pike Mtg. Cwietasabsandenedes 


Pilot Light Agency.......... 
Pittsburgh Plate Glass Co... 


Pittsburgh Steel Co............ ‘ 
Plumb, Ine. oj DIOGO Fe a6 sere ce 


Porter, 


Progressive Mfg. Co........... 

Pete Beles COs seh 0 60.000 50.00 
R 

Reed & Prince Mfg. Co........ 

Remington Arms Co., Inc....... 


Remington Cash Register Co., 


Reynolds Wire Co 


Rich Pump & Ladder Co....... 


Richards-Wilcox Mfg. 


A. . 
Richardson Ball Bearing Skate Co. 


Riessner, T. 


ea 
Millner Wire Cloth Rack Co.... 
Milwaukee Brush Mfg. Co...... 
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& Stamping 
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Show Card Writer. . ee 
Neely Nut & Bolt Co........... 





Distributing Co..... 
Oliver Iron & Steel Corp....... 





Mower Wks... 
In 
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Inc. - 
Meo Motor Car O6.....0.06.00% 





Rixson Co., Oscar C........- 
Robinson, Edward E......... 
Rose, Frank, Mfg. Co 
Rubberset Co. .....--+-. 
Ruby oes Co. 
Rugg M 
Russell, 
Nut Co. 
Russell & Erwin Mfg. Co 
Russia Cement Co........+++. 


Ss 


Sacks, Inc., 
Salle Bros. 
Samson Cordage Works....... 
Sanvik Saw & Tool Corp...... 
Sapolin Co., Inc.....++-+++++ 
Sargent & Co. 
Savage Arms Corp... 
Schalk Chemical Co 

Schatz Mfg. Co.........-4-: 
Schavolite Golf Corp........- 
Schrade Cutlery Co........-- 
Scovill Mfg. Co.......ceseee 
Shapleigh Hardware Co...... 





fg. 
Burdeail & Ward Bolt & 
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Sheffield Bronze Powder & Sten- 


CTE. CO. ce nicccscwcces 
Sheffield Products Co. 
Shelby Spring Hinge Co. 
Sherman Mfg. Co., H. B...... 
Showcarder, Inc. 
Signal Electric Co..........- 
Sliver Lake Co.....ccccseese 
Simmons Hardware Co....... 
Simonds Saw & Steel Co..... 
Skelton Shovel Works of 

American Fork & Hoe Co.. 
Slaymaker Lock Co 
Smith, Inc., Landon P....... 
Smith, Seymour, & Son, 
Springfield Arms 
Standard Electric Stove Co 
Standard Tool Co........... 
Stanley Works ..........-.-- 
Star Heel Plate Co.......... 
Starrett, L. B..cccccccecsece 
Stevens Arms Co., J......... 
Stewart Iron Works......... 
Strong Mfg. Co.....ccccccees 
Swartzbaugh Mfg. 
Sylvania Products Co........ 


T 


Therm-O’clock Co. ......+-+. 
Thompson & Son Co. ‘ * Henry G 
Toledo Metal Wheel Co....... 
Toledo Wheelbarrow Co 
Trimont MIE. CO. .cccccdccas 
Trow & Holden 
Tubular Rivet & Stud Co..... 
Tucker Duck & Rubber Co.... 
Turner Brass Works.........- 
Turner & Seymour Mfg. 


U 


Union Hardware Co.......-- 
Union Steel Products Co..... 
U. 8. Cartridge Co........... 
U. 8S. Stamping Co........... 


Vaughan Novelty 
Viehek Wiel Ob... .ccssccces 
Vollrath Co. ...-cesececcees 
Voss Bros. Mfg. 


Walworth Co. 
Ward Mfg. 

Warren Mfg. 
Washburn, E. 
Western C saneadeie CBvasawe<'s 
Wickwire Bros. 
Wickwire Spencer Steel Corp 
Wilder & C0. ..cccccecee coee 
Williams Radiator Co........ 


Winchester Repeating Arms Co... 


Witt Cornice Co 
Wood Shovel & 
Wooster Brush Co..........- 
Worthington Co., Geo 
Wright Steel & Wire one G. F. 
Wrought Washer Co. 


Y 
Yale & Towne Mfg. Co....... 
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These 


BOTTLE CAPS 


Outsell all others 


KNOWN by consumers all over 

the country for their superior 
sealing efficiency, Crown Cork 
and Seal Bottle Caps consistently 
outsell all other makes. No com- 
plaints—no losses—satisfied cus- 
tomers— profitable repeat busi- 
ness. Let the popularity and known 
value of Pyramid and Home Use 
Brands increase your sales and 


profits on bottle caps. 


Write for our latest booklet— 


Tes All in 
Knowing How” 






















HOME USE Brand—provides maximum 
sealing value at low cost. Selected cork— 
uniform quality—accurate count. 


PYRAMID Brand=the extra pally cop 
rade 


with the “cushion seal” cork disc. 
marked for your protection. New sales helps. 


CROWN CORK & SEAL CO. 


BALTIMORE, MD. 


World’s Largest Makers of Bottle(aps 
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AN ECONOMICAL GIANT 





KIMBALL 
ELEVATORS 


Rugged, compact 
and efficient, these 
light Electrics 
come with frames 
sawed, drilled and 
fitted ready to in- 
stall—low initial 
cost and low up- 
keep. » 


Tell us the task 
you wish it to 
perform and we 
will give data 
on machine you 
require. 


1205-19 Ninth St. 


KIMBALL ELEVATORS 
KIMBALL BROS. CO. 





Council Bluffs, Ia. 
5AA 


























OPENS AND 
RE-SEALS YOUR 
MILK BOTTLES 


DOESN’T SPILL 


It “Spears the Cap’’ 
on the bottle and a 
quarter turn removes 
the cap _ without 
splashing or spilling 
a drop of cream or 
milk. Also acts as a 
sanitary cover until 
the milk is consumed. 


Post paid for 


No more sewing buttons on 
Junior’s clothes to have 
them ripped off again. 
Makes two sizes by rever- 


are applied in a 
fifty. 
Sates can put 
em on  him- 
Seep 08 self. And they 
Come Outs stay on! 
A CARD OF TWELVE BUTTONS 
MAILED DIRECT FOR 10 CENTS 


If your jobber cannot supply you— 
write to us direct. 





R. E. Miller, Inc., new vore erry 








REMRAK 


Fastened 
to the 
back of 
closet 
oo 4 
ere 
Suess in neat rows off the floor. 20 in. 
and 24 in long. In black or bronze 


finish. 


PANCORAK post raw 


Holds 12 pot lids 
or a has 
8 


$1.00 
POST PAID 









SS 


Strong, beau- 
tiful _steel, 
bronze finish. 








DOMES of SILENC 


10c 






Slide Smoothly 
Softly and Silently 
: 


Look for words Domes of Silence in- 
side each slide. 

Sizes to fit all furniture. 

If your jobber cannot supply you—write 


to us direct. 


* Pear! St. 
Domes of Silence, Inc.,new vox 











102 





THERE’S PROFIT IN DOORS THAT NEED 


ILCO KEY-BLANKS 


OO 


O 
ml 


And there’s a reason for that 
profit! ILCO has put its entire 
resources into encouraging the 
key-cutting business. Branch 
offices located at strategic 
trade centres throughout the 
country bring you unequalled 
ILCO service. Continuous study 
is given to ILCO products to 
maintain their high quality. 
ILCO is accepted everywhere 
as standard because of its guar- 
anteed quality, its reasonable 
price range and the prompt 
service it offers. It will pay 
you to investigate the oppor- 
tunity offered by ILCO key- 
blanks. Act now! 





FITCHBURG 


THE INDEPENDENT LOCK COMPANY wmassacuuserts 


HARDWARE AGE 














Every Home Needs This 


Quicker 
Hot Water 


Service 


Hot water for cooking, cleaning, bath- 
ing, sterilizing is the most urgent daily 
necessity in every home. 


The New UNIVERSAL Electric Hot 
Water Kettle is the fastest and most 
convenient means of supplying that 
necessity, and the ONLY ELECTRIC 
KETTLE EQUIPPED WITH A 
THERMOSTATIC HEAT CON- 
TROL. 


It is one of the most important new 
appliances offered to the public in re- 
cent years and of particular value to 
Electric Range owners. Attached to 
the range convenience outlet it becomes 
the equivalent to AN EXTRA PLATE 
for the rapid heating of water. 


A constantly used electrified kitchen 
utensil such as this UNIVERSAL Kettle 
sells most freely in hardware stores and 
like the electric iron, should always be 
kept a hardware best-seller. 


BUY FROM YOUR JOB3BER 


THE TRA 










































































No. E9263 Watts 1000 
Aluminum Body 
Capacity 3 Quarts 


EXCEPTIONALLY FAST 


Highly efficient 1000-watt unit 
boils a quart of water (starting at 
60°F) in 6 minutes, other quan- 
tities up to three quarts propor- 
tionately as fast. 





THERMOSTATIC PROTECTION 





Permits kettle to boil dry without 
injury to unit—a necessary safe- 
guard and an exclusive UNI- 
VERSAL feature. 


MARK KNOWN _IN EVERY HOM 
































LANDERS, FRARY CLARK, NEW BRITAIN, CONN. 


ELECTRIC HOT WATER KETTLE 





Made and Guaranteed by 


LANDERS, FRARY & CLARK 


NEW BRITAIN 


MAY 28, 1931 


CONNECTICUT | 
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This “stand-demonstrator” solves your 
store demonstration problem. Cleaner 
is held inverted, showing revolving brush 
action, the advantages of wheels behind 
nozzle and elevated rug guard. 

The small rug placed over nozzle re- 
veals the “air-cushion” and the customer 
sees and feels the light pulsations of the 
brush. Soda, placed upon the rug, is 
quickly drawn through it. 

The cleaner may be removed for floor 
demonstration. It doubles your cleaner 
sales. Write for complete details. 


The ” Air-Cushion’”’ Sells lt 

















The “air-cushion” formed under the rug beneath 
the nozzle of the Clements affords a dramatic sell- 
ing feature. The front wheels being back of the 
nozzle with suspended rollers and un elevated rug 
guard inside, permit the rug to float upward into 
the nozzle forming an “air-cushion.” 

The revolving brush beats the rug against the 
“air-cushion” instead of hard floor. This saves 
the rugs. It also permits the rug to yield, shak- 
ing loose lint and embedded dirt. The air, in- 
stead of being drawn in just from the sides, 
rushes through the rug cleaning it thoroughly. 

The Clements sanitizes air passing thru cleaner. 
It is made of aluminum and glides on rubber 
tired wheels. It has a low adjustable nozzle, ball 
bearing motor and adjustable handle. To clean 














CLEMENTS MFG. CO., 145 Clements Bldg., 
6650 So. Narragansett Avenue, Chicago, Ill. 


Gentlemen: You may send complete information on your “Cooperating Dealer” sales 
plan that is helping hardware dealers double their store sales, Explain why the Clements 
is the best cleaner made and tell me about the “‘stand-demonstrator” and how, at YOUR 
expense, you furnish personalized mailings, with our name, to our vacuum cleaner pros- 
cards, newspaper mats, folders, salesmanship course for our salesmen, etc. 


A 





pects, wi 
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The 
‘Nix-cushion Vacuum Cleaner 


auto interiors, nozzle and handle detach form- 
ing a compact unit. A handy “flatiron” handle 
attaches for cleaning autos, stairs, etc. 

Special attachments clean curtains, clothing, 
upholstery and grille work, aerate and chemically 
sanitize pillows, mattresses and rugs; deodorize 
the atmosphere and repel moths and insects. 

The Clements Mfg. Co. made the first vacuum 
cleaner 20 years ago and thousands of hardware 
dealers have built prestige through satisfied 
Clements users. The Clements is popularly 
priced. 

Mail coupon today for “Cooperating Dealer” 
sales plan for hardware stores including “stand- 
demonstrator,” window cards, folders, circulars, 
salesmanship course,for store salesmen, person- 
alized mailings with dealer’s name, etc. 
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